





> 
f= 4 
eo) 
ra 
= 
> 
f= 4 
o 
LL. 
> 
da 
ond 
a. 
~ 
a 








SN 


DiGcPrL_lAYS 
POovw.’§ F- 


IS READY FOR A BETTER SELLING JOB 


- Nazis are KAPUT at last, because the 
‘might of America had to prevail to preserve 
civilization—and now, let's finish the job! The 
Japs are doomed and they know it, but we've 
got to throw everything we have at them until 
they, too, throw in the sponge. 


In the meantime we can plan ahead for the 
post-war era, when display will be an ever 
greater force in successful retailing. 


To this end we dedicate our organization. 


SCHEUER 
FIXTURES 


307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 

















Because of restrictions in both man power and 
materials we will be limited...so we suggest you 


see the line at the earliest opportunity. 


AS wl 


OB IN CHICAGO at our showroom and plant you 

the 

ai can see the actual samples. 

The 

he IN NEW YORK our line now is shown by photos 
and sketches in color at our offices, 34th floor 

the 

over RCA Building. Week June 24th properties 


in sample rooms, Hotel New Yorker. 
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W. L. STENSGAARD AND ASSOCIATES, Inc., CHICAGO 7, ILL. 
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Pass This Issue Along OUR NEXT ISSUE THE COVER 


You get the most value from DISPLAY Comes June, the month of brides and roses The bridal display shown on this month's cover W° 
WORLD when you share it with others. See .. and for displeymon the necessity to plan nil to Stn: Gear A Rl Me: hee: Sh Nake 
that it reaches other executives of your organi- 
zation and the members of your department. 


















well ahead for promotions to come. The next display director for the firm. The foliage consisté? 





issue will have several outstanding features of natural lemon, fern and rubber plants. The mo 





dealing with the months ahead, in addition to striking property is of course the curving stairwo) 





current reports for Chicago, Los Angeles and A container in the same color as the stairway 6" 






New York City. tained large fan-shaped arrangements of huck'eber'y 















at= 
mighty 7th 

re (=) 
under way 


Aided by the power of Visual 
Merchandising, the Mighty 
7th War Loan drive starts for 


its 14-billion-dollar goal. 


We are proud of our 
association with the men and women 
in display, who by their personal con- 
tributions of time and money, by their pro- 
fessional contributions of creative spirit — 
relate olaelailtel Mo 4el-1a1 114-9 ol (oh 
such a vital role in the many 
wartime programs which are help- 


ing to win the peace. 


We will be pleased to 
welcome them in person 
during June, when many plan 


to come to New York, and to 


Wane bue 


498 SEVENTH AVENUE, NEW YORK 18 


show them our latest ideas, 


designs, materials. 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
MARY BROSNAN MANNEQUINS ¢ CYRILLE STEINER FIXTURES 
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Kat 


Copyright 1945 
Marjorie H. Buell 


DISPLAYS 


LITTLE LULU 


The Comedy Sensation of the Saturday Evening Post 


Backed by nation-wide promotion, LITTLE — Evening Post. MeCall’s. Good Housekeep- 

LULU has become one of the greatest car- ing, etc., reaching an additional circulation 
; ‘ ; ae is S » is »* » 1 ¢ - ¢ ~ ‘ . . 

toon finds in years. She is featured in half of 25.000.000. She is the star in a new 


page ads in Sunday comic supplements. 
reaching a circulation of 25,000,000, and in 
half-page ads in about two dozen magazines. 
including such headliners as Life. Saturday 


NOW ... she is available for Christmas Promotion through 


Gardner Displays exclusively. She comes to life mechanically for Show 


comic book series, in 8 one-reel cartoons in 
Technicolor, in greeting cards, in toys and 


games and other commercial outlets. 





Windows and Store Interiors. She stops traffic. Make your reservation 


early! 


GARDNER DISPLAYS 


477 Melwood Street - - - Pittsburgh, 13, Penna. 
Originator of the Giant Laughing Santa Claus which is also available for 1945 
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catch the eye 


Ribbons are “salesmen-by-sight.” 













Their beauty and lustre stop the roving eye. 
Their pliability and bow-ability lend themselves 


tO attractive designs of many kinds. 


Use Ribbons by Taffel for greater eye appeal. 








Sorry, 
only one copy to a company. 
r Eee ee Se ee ee 


Taffel Bros., Inc., 
95 Madison Avenue, 
New York 16, N. Y. 












Courtesy R. H. Macy, N. Y 
Send me a copy of the new “Taffel 
Tales” as soon as it comes off the press. ; hess : 4 ; , 
? There’s showmanship in selling. See how others in your field 


Signed use ribbons to sell their merchandise. Mail the coupon to have a 





copy of the new, enlarged ‘‘Taffel Tales” reserved for you. 


TAFFEL BROS, IN C 


95 Madison Avenue « New York 16, N. Y 





Address 
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CHRISTMAS DISPLAYS JUNE 18TH 


OUR COMPLETE LINE OF CHRISTMAS DECORATIVES WILL BE 
READY JUNE 18TH... WE CORDIALLY INVITE YOU TO VISIT US 
IN OUR NEWLY REMODELED SHOWROOMS AND REVIEW ONE 
OF AMERICA'S MOST OUTSTANDING ARRAYS OF DISPLAY 
PRODUCTIONS FOR THE COMING SEASONS. 


THE 


MM MM CO MP AN Y NM 
| . y | 


521 SOUTH WABASH AVENUE ¢ CHICAGO 5, ILLINOIS PRESENTATION 


















































































DISPLAY WORLD 








“THE CLIPPER” 
De Luxe SKIRT RACK 


This 'DUBLE-VUE"* display rack can be seen at our authorized distributors from coast to coast. Write 
to the nearest distributor for prices on the skirt, slack, play-suit and slack-suit racks. 


DISTRIBUTORS 
ACME DISPLAY 
817 N. 10th St., St. Louis, Mo. 


ARCHWAY SUPPLY CO. 
616 Arch St., Philadelphia, Pa. 


L. D. BERNSTEIN 
36 W. 29th St.. New York, N. Y. 


DISPLAYLAND 

117 W. 3list St., New York, N. Y. 
ART R. COHEN 

808 Penn Ave., Pittsburgh, Pa. 


CHAMPION DISPLAY 
1417 4th Ave., Seattle, Wash. 


EASTERN DISPLAY 

51 Kneeland St., Boston, Mass. 
FIXTURE MART 

314 W. Jackson Blvd., Chicago, III. 
FREN-ZEE 

223 Orange St., New Haven, Conn. 
HECHT FIXTURE CO. 

212 S. Franklin St., Chicago, III. 


L. E. HEIR DISPLAY 
9 N. 4th St., Minneapolis, Minn. 


SYD JACKMAN Co. 
113 E. 8th St., Los Angeles, Calif. 


MIDWEST MANNEQUIN 
532 N. Water St., Milwaukee, Wis 


A. J. ROBINS 
241 W. 36th St., New York, N. Y. 


JOSLIN SHOWCASE CoO. 
89 Chauncy St., Boston, Mass. 


KRAMER DISPLAY 
307 Broome St., New York, N. Y. 


PAUL MARKHAM 
833 Market St., San Francisco 


— 


At 


— Sa < 


CLE 


Style No. 60—"The Clipper'’ DeLuxe 


This beautiful, sturdily built display rack, 
made of solid oak and chrome metal. 
Swinging brackets afford individual dis- 
play for each skirt. 


No matter what the motif of your store, 
these racks harmonize with your present 
fixtures and their utility is matched only 
by their beauty. Also available in all 
chrome. 


Specifications approx. 48" high, 31/2' long, 28'' wide 
and 72 skirt arms, ball bearing wheels. If other sizes 


are desired they can be made to order. 


DISTRIBUTORS 


NATIONAL EQUIP. 
303 W. 9th St., Kansas City. Mo. 


NAYTHONS DISPLAY 
1026 Arch St., Philadelphia, Pa. 


NATIONAL SUPPLY CO. 
Columbus, Ohio 

REINERMANN FIX. CO. 
343-345 W. 4th St., Cincinnati, O. 


MELVIN S. ROOS 
181 Pryor St., Atlanta, Ga. 


P & H DISPLAYS 
450 7th Ave., New York City 


NAT SIEGEL 
39 W. 37th St.. New York, N. Y. 


SOUTHWEST FIX. CO. 
907 Commerce St., Dallas, Texas 


SEGALL & SON 
923 Arch St., Philadelphia, Pa. 


MAC THIGTEN 
Burlington, N. C. 


ALL IN ONE 
223 W. 35th St., New York, N. Y. 


WILLIAMS CORP. 
4 S. Liberty St., Baltimore, Md. 


AL HALVERSON 


1024 S. Los Angeles St., 
Los Angeles 


ED FRIEDMAN 
370 W. 35th St., New York, N. Y. 


ECONOMY DISPLAY 
247 W. 35th St., New York, N. Y. 


C. BARRANGO CO. 
579 Market St., San Francisco. 


SUN DISPLAY MFG. CO. 


26 Norfolk Street 


New York City 2, N. Y. 





DESIGNERS and MANUFACTURERS of the Famous “DUBLE-VUE"™ Line of RACKS 


uU. & Pat. Of 
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Jf NEW! JZ NATURAL! 7% NOVEL! 
Pecky Cypress 
TIMBERTONE 





RUSTIC EFFECT FOR 
SPORTS WEAR 









Pecky Cypress was developed to meet the exacting 
requirements of a national organization and we are 
now prepared to present this unusual product to the 
general trade. 


For AUGUST FUR DISPLAYS 


No. 1401 Whitewashed Natural Cypress 
No. 1402 Ice Green and White Cypress 


For FALL DISPLAYS 


No. 1403 Natural Cypress in Browns 
No. 1401 Whitewashed Natural Cypress 


a i re $4.30 
= OP Tite G. . ... .. ee cencs 12.25 
Add 50c cutting and packing charge 
on all 8’ Sheets 


For BEACH AND SPORTS WEAR 
For RUSTIC EFFECTS 
For BACKGROUND TREATMENTS 
©0008 000088888 EEEEE® 


New! Neu! New! 


A COMPLETELY NEW LINE OF FINISHES FOR 


@FALL e@FUR e@CHRISTMAS 


Are now on display in our New York Show Rooms. You 
are cordially invited to call when visiting New York. 


een THESE PRODUCTS ARE ALSO AVAILABLE 
PANELS AT YOUR JOBBER'S. ASK TO SEE THEM. 
























FOR BACKGROUND 


[60 Fn ri wa aay xs A aay —mccagge Bi 
sy TIMBERTONE DECORATIVE CO., INC. 


WHICH APPEARS ON 
EVERY GENUINE 15 WEST 24th STREET NEW YORK 10, N. Y. 


TIMBERTONE ROLL 
—— a Ga 
































Increased production has 













erddually inched its way into our 
showrooms until now there is no room for 
displaying the distinguished Greneker Manikins. 
Therefore, on or about June first, they will be at 
home in the French Room on the mezzanine 
floor of the Park Central Hotel. You are 
cordially invited to make or renew 

their acquaintance. 


THE GRENEKER Cor poration 






250 West 54th Street, N.Y. 
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—Robert Swan, instructor in advertising design 





at Stephens college, is training 40 young 





women in display. Here he is pictured in the 






classroom with three members of the group, 






while at the right two students construct a dis 







play unit formerly conceived in abstract form— 





—At work on an abstract tree for a local 










store's display are Hallie Gillette, Toledo; 





Julia Gallina, Flemington, N. J., and Alice 






Parsons, Miami. . . . Barbara Bleiweiss, Colum- 






bia, Mo., and her three-dimensional abstract 






design which will eventually be converted into 








an actual window display— 


























Display students at Stephens college 
first study a product and its market, 
then evolve a display theme which is 
worked out first in abstract and 
finally in finished form. Emphasis is 
on merchandising . . . a healthful! 


trend in window display instruction. 


By ARLENE SHOEMAKER 


\RNING by doing” is) the bast chandise¢ Publication advertising is) also characteristic of any thought about thr 


nethod of teaching the art of window studied uct and is in a sense the public character 
lisplavy in a new advertising design Phe work of each student is graded and — of the product. This step is considered the 
reated this vear at Stephens college judged according to her design, execution, basis for all subsequent designing and it 
nen, by Robert G. Swan, former dis and public attitude, or how she acts toward here that a radical departure trom estab 
ener at W. L. Stensgaard & Asso the client and the job, respectively lished methods has been mace Phe popula 
Ine., Chicago. Learning design from Merchandising, decoration, and ideational method of window display today is, rough 
rtising standpoint, some 40) young emphasis constitute the three factors ot that of placing window turniture and met 
at Stephens are enrolled in_ the prime importance in the design course U4 chandise in windows Phe method 
vith an eve to future vocational der the factor of merchandising, all phases ing with a particular teeling about a product 
s or integrating the course with of the market tor the product, the svmbolisn from the abstract sketch to a complete wi 
college program that may be employed, the degree of novelt dow is a new departure and all decorati 
ethod and procedure of the course the merchandise may require, and the get is created as the teeling requires it 
working trom abstract thumbnail eral characteristics of the product to classit With a teeling about the produet 
a finished window display or ad its type of required presentation and treat ibstract thumbnail sketely ire then pi 
lit Whe Stores al | shops in the ment are considered pared bv the students 11 pencil ol i 
Columbia serve as laboratories for \iter a student has studied the product alk which endeavor to depict graphical 
ts, and each week the set up new and its market she is required to creat this tecling Phe most rwcesstul thumbnat 
lisplavs in the stores. Working i1 around the resulting feeling she has about ketches are then chosen ar evel 
nsional expression, each layout the product \ particular sense of appro til objects are create ter fit the 
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HOW FILENE’S HANDLE 


Wim 


proves 


executed at 


NTERIOR 


SOUS 


display, as 


Filene’s Company, Boston, 


its worth as the equal or the superior of 


other means of display and publicity. from 


the standpoint of results obtained per dollat 


spent. Of course it is the policy at Filene’s 


organizational function to operate 


lor every 
whole store, 
that 


approached the 


for the benefit of the 
this 
pretty 


completely 


ind it 1s im just capacity interior 


display has much 


miraculous 
scription of the Filenc 


Perhaps a briet ce 


department setup) and procedure 
treatment of the 


\\ hen | Ch \\ 


became head ot this department sev 


display 


should preview any store's 


mterio}4r display mechanics 


Court 


eral vears ago, all display duties and activi 


ties Came mn Tot Close Scrutiny with a VICW 


to streamlining the ereatel 


While ¢ 


leadership. — he 


operation tot 


ethcrency ourt maintained an ex 


ecutive overall subdivided 


work into two — specialized 


Marie A 


supervisor of window display, 


department 


spheres—windows and. interiors 


} 


Ke Her bec Ame 


and Julius EK. Steinberg became supervisor 
of interior display 

meeting for all display 
the 


group 


Once each week a 


undet direction ot 
the 


store plans that 


personnel takes place 
Court \t 
outline of 


receives an 
the dis 


play department and talk over the respective 


this time 


involve 


assignments to carry out these plans. Fre 
quently new tips on technique are brought to 
light 
for discussion of current display, new ideas, 


here Then there is an open period 


social events, and so on. In 


this 


suggestions, 
there are weekly 
the 
working on 
the imteriors On Miss 
Keller and Steinberg talk to their respective 
well 


S¢ ssion, 


addition to 


meetings for the personnel of window 


display division and for those 


these occasions 


groups about current undertakings as 


as future events calling for advance plan 


ning Duties are then definitely assigned 


Probably the 
the 


most outstanding character 
work 
attention to 


istic of interior display accom 


at Filene’s is thorough 


detail \n advance plan, scheduling events 





the 


six months ahead, covers seasonal and ippe 
forecast th 
e 


day promotions. This long-range 


tvped triple-space to 


permit the entry ol wil 
special request and fashion promotion items Bra 
that always clamor for (and always get ete 
posted at key points about tl 


to keep the staff thinking a! 
For current events, the int 


display group works on a weekly plat 


tention, 1s 
department 
suggesting. 
last-minute whicl 
too late for 
weekly plan is dispatched in advance 


includes requests 


arrived posting ahead 


store division for presentat 
their buyers, to the fashion promotion 
to the publicity department, and to t! 
app 


managers 


vertising department. It also 

department bulletin boards. 
Both with 

ment 


buyers and clerks provide nuclei for t 


the m 


contacts WI! 


Court's meetings 


and Steinberg’s 
cellent ideas that have developed int 
Boston.” 

the mi 
surve\ 


worthy “Filene Firsts in 


Once each day, usually in 


Steinberg makes a complete 
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By ALBERT C. SMITH 





—Upper left, opposite page: part of a “Romance 
Rose" promotion setting at Filene's, used here to 
tie-in an accessory department. . . . Upper right, 
same page: another of the "Romance Rose" dis- 
plays, this one being used for the store's smart 
Thrift Avenue Shops" and appearing on a dais 
before the elevator bank— 





—Lower left, opposite page: Filene's display de- 
partment gets together for the weekly discussion 
of technique, colors, and coming events; Lee W. 
Court, director, is at the extreme right. . . . Lower 
right, same page: Court compares the details of 
a Suit Shop display under construction with the 
finished sketch in his hand— 


—This Surf Shop display was used directly in 
front of the elevators to draw immediate atten- 
tion to the department. . . . At upper right, this 
tree and pool display was used for the Suit Shop 


last fall; cattails, other autumn foliage, and a 
















pair of decoy ducks in the pool itself furnished 
appropriate atmosphere— 





—This pyramid of 5,000 fresh roses was used in 
Filene's restaurant during the promotion of ''Ro- 
mance Rose" and indicates the completeness with 
which a theme is carried out... . A display for 
"Snow Village’’ got an effect of great depth by 
clever lighting and by blending the real fore- 
ground with the painted background— 


... INTERIOR DISPLAY 


possibilities for display outline blending with by such special events and accompanying 
display effects, department 
soared to far higher than normal figures as 








the store's interior displays. Maintenance, 


appearance, corrections and suggestions are department fixtures and contour, ete business has 


as the foremost points considered in_ talking 
with salespeople or buyers right on the spot. a thing is worth domg at all, it is worth a result of the new traffic and subsequent 


outlay and The specific 


Filene’s believes and demonstrates that 1t 


Frequently buyers bring out worthwhile ob- doing well. Interior display purchases thus made possible 


servations, gleaned from their extensive 


trips to distant markets, that fit neatly into 


planning follow closely upon the extent and 
amount of advertising, publicity and window 


example mentioned here is the store’s tre 
mendously successful “This is the Air Age’ 


ss the interior display section’s advance plan. space devoted to each individual promotion exhibit, movie and lecture program which 
This close contact and cooperation fostered And at this highly alert Boston store special brought more than 12,000 to the second floor 
' it Filene’s keeps the display machine run- — events are invariably big events, and interior vouth shops. This venture, jointly sponsored 
sn ning smoothly and accurately behind a motor display usually leads instead of following. by Filene’s and American Airlines, and pro 
t sound judgment and good merchandising Frequently there is the all-important ques duced by Air Age Education Research, drew 
To simplify effort and enhance results, tion of how much space should be allotted an attendance of some 220 an hour during 
Milene’s display executives and management to interior display during such a_ special the first days. The show’s popularity finally 
ave set aside definite and proven areas for event. Not uncommonly, an outstanding in made it necessary to arrange Visits on an 
display purposes on every floor. Each mem stitutional affair is not directly associated appointment basis for the hundreds of school 
der of the interior staff has his or her spe- with the department some of whose space groups, clubs and classes interested 
Cine ties to perform at these strategic is taken over for it. Naturally, the buyer For this exhibit Filene’s versatile interio1 
. points. Eaeh of these spots.comes in for involved scratches his head in perplexity and — display staff filled a large area with novel 
Its o share of attention in the advance asks where he fits into the picture. Here is billboards, floor globes, aeronautical equip 
| how: a recent instance—not to mention ment, signs, maps, pictures and posters to 





pian isplay areas are selected on a basis 

ng trathc, proximity to department 
merchandise, suitability for the special tech 
juired in interior display work, the 


many more before it— proved that even 
where two thirds of such a department's 


entire merchandise space has been consumed 


tell the amazing story of the advance ot 
aviation and its significant removal of pre 
[Continued on page 6c) 





While the photographs which accompany 


this article at 


specifically of Swiss display, 
the writer will) also attempt to sketch, 


] 


roughly, the general display situation im 
continental Europe and how we may expect 
to see it develop postwat 

In most countries undergoing total war, 
ideology show windows have practically dis 
appeared to be replaced by glass splinters 
and charred timbet In others, more tortu 
nate, the searcity of merchandise gives. the 
displayman only a few articles to work with 
ind any opportunity for effective display ts 


non-existent 


In the Allied countries, display windows 
ave become war-trumpets and are appeal 
tor the purchase ot War Bonds Phe 
show window has been enrolled in the serv 
e ot vietory propaganda, as have the wire 


Kuropean countries whicl 
ave been spared the damage of war, such 


as Sweden and Switzerland, display has be 


come severe and matter-ot-tact \ certain 
sense of quality is dominant and is helping 
evolve new treatments. Unnecessary acces 
sories are reduced to a minimum. Phere 


is a clarity in the construction which savs 


“The article first." \cecessories are used 
only to lay stress on the featured article 
While this may not seem such a= difficult 
problem, the displayman really needs much 
tact and taste to handle such windows prop 
erly 






































CONTEMPORARY . .. 


In Swiss displays, particularly, we not 
a tendency toward lucidity and clean lines 
In every display there is an effort to creat 
a vigorous, dramatic window without crow 
ing the merchandise. Colored backgrounds 
in various shades of mild pastel crayon a 
making the windows brighter, and the aspect 
of streets in general has been rendered mot 
cheertul by avoidance ot dark and even hal 
dark colors in display backgrounds \ 
added advantage of this use of pastels 
that every article displayed is throw: 
more distinctly into relief. 

Gotttried Keller, display director 
Grand Passage, Geneva, shows his p 
itv for light backgrounds, sidewalls 
floors in the series of displays pictured w1 
this article. His windows distinguts! 


selves by their clearness ot presentati 


—The displays shown on these two pages are 
all the creation of Gottfried Keller, display 
director for The Grand Passage, Geneva 
Switzerland. All the backgrounds, sidewalls 
and floors are in very light shades—ivory, of- 
white, light gray, light violet, pale pink. The 
use of great contrast between merchandise 
and setting is a characteristic of Kellers 
work— 











+. a0 los 


ise with 





which the merchandise 1s seen, the 

oncentration of lines on the principal arti- 

A les, and the clever way in which complete 

settings are suggested by a minimum of dis 
lay properties 

P rhaps needless to Say, such displays are 


long way removed from that of years 
igo when the art was often degraded to the 
ne outhtting of a sort of wax-cabinet 
These tore-runners of modern European dis 
play often had no connection with what the 
nerchant wanted to sell; the 
ntion” attracted all the 


rticles tor sale 


“wax-cabinet 
attention, and 
became of little interest 
irs ago, many a merchant in Europ: 
he could surpass his competitors by 
sensational attractions, only to find 
idea was absurd; the two ideas just 


like 


neompatibl It is listening to 


—Particularly interesting in these displays is 
the ease with which the feel of a season or a 

mplete atmospheric setting is brought out 
“ with a single spray of foliage, or an awning 
1d a few chairs, or by using a rear corner 





ne ° ‘ ° 

: of the window for simple properties. Also the 
s : at i 

"s geometrical precision of arrangement in sev- 


eral of the windows produces an 
effect— 


intriguing 






DISPLAY 


Mozart on the 

stop suddenly and_ the 

with a harangue on the merits of XYZ pills 
You turn. the hut it off 

\nd so today. the turns 


from a shop window when he ts disappointed 


radio, only to have the must 


announcer break in 
knob and s 


spectatol away 








by some platitude in a “dramatized” dis 
play Such potential customers are not 
easily won back, because in their sub 
conscious they continue to associate the 


name ot the 
display 


Wn 


pass 
dramatized 
mistake 


it 
to 


with it particularly so in Europe, where 
war has raged for so many vears. It seems 
time to ask what sort of displa vill be 


chosen Tor 
continuation ot 
Hlow can we 
periences : 


accent on individuality 


or 


unified pattern? 


1lé 


Only 


original 


\ll over the 
thinking of 


W display Sty le 





















By 
GEORGES LOEWY 


Geneva, Switzerland 


store with thei 


More 


Way 


criticism Ot tts 


that one chent has been lost 


this 


real displaymen who have ability 


and a humor will 


ideas, Sense ol 


with success the dangerous reefs ot 


windows The smallest 
leads to the 


is only a 


show 


ridiculous and tailure 


short step trom the sublim« 


the absurd 
ead Are 


world people al 


peace and what it will bring 


Will there he a 


traditions 


postwar us¢ 









good prewal 


develop from our wartime ex 


Will there be a predominant 


in display treatments 


general 









will there be more or 


Will there be 


I@ss a 


1 Complete 


| ( yitiniued nw pag ] 


New York Display 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


| ord « 
launched a number of weeks ago based on 
i | he Look,” 


Henry Callahan installed four 


Continuing the promotion Paylor 


\merican Display Director 
Fifth avenue 
windows featuring American cosmetics. De 
scriptive copy carried on large poster panels 
American 
that 


“it's a look of assur 


delineated such precepts as: “The 


| ook it's 


animation, it’s freshness 
glows trom within” 
ance, born ot both beauty and brains” 
that’s 


“it's a face that’s voung whatever 


“it's a face pretty, whatever the tea 


tures” 
boudoir settings in white 


the age.” Feminine 


and pink made the backgrounds, a white 


semi-circular frame supporting a white net 
blonde 
dotted 


well-appointed 


canopy and draperies Phe manne 


quin, wearing a sheer whit Swiss 


negligee was seated at her 


dressing table Pink was further introduced 


DISPLAY WORLD 


ant 
ma 
the 
the 
tho 
dis: 
on 
pap 
brie 
nel 


1 
ties 


Hov 





—Upper left, by Henry Callahan, Lord & Tay- 
lor... . Upper right, by Winston Jones, Franklin 
Simon. . . . Lower left, by Joseph Dultz, Bloom- 
ingdale's. . . . Lower right, by Daniel Coffey, 
Martin's. . . . (All photographs by courtesy 
of Virginia Roehl Studio, New York City)— 


top of the round white table and the 
jar of flowering quince placed on the white 


in the 


rug. In addition to the wide range of cos- 
metics grouped across the length of the win 
dow, powder boxes and bottles were hung by 
pink and white ribbons either to left or right 
in the foreground of the window (First 
illustration. ) 

received prestige displays in 
four Franklin Simon windows 
When Display Director Winston Jones pre- 


sented “Victorian White 


Knit lingerie 


a series of 


for the bride and 





her trousseau—all in the romantic, 
that sentimental era.” 
carried out in detail the 
forth in the accompanying 
\ delightful Victorian setting painted 
pink, blue and vellow on white. 
illustra 


talgic mood ot 
displays 
thus set 
copy. 
in pastel 
formed. the 
tion.) A 
pale pink ruffle, appearing in the lett 


background. (Second 


filmy white net curtain wit 
ground, used flower tie-backs. In this 


tion of the window a pink wire screen 
filled in with sheer white net, thus making 
mannequin in nightd: 


clearly visible the 


posed just back of the screen. This g1 
ing was balanced on the right by a ma 
quin leaning against a Victorian table 

ing white net skirts. Or 
table was placed a “Devil's Wife” hold 


over pink 





wedding band: flowers were banked at 





the se of this figure. 


A erystal chande- 


dog, supposedly 
the ite garments, appeared off center on 
painted floor of the 


the lite window 


though the elegant little puppy had actually 
disdained the floor for a more luxurious spot 
ona white papier mache cushion edged with 
papier mache lace ruffles. The all-white 
bridal merchandise had a tie up with Hart- 
nell’s “White Shoulder” perfume, these bot 
tles grouped around a glass bell jar with 
flowers and a head and shoulder miniature 
figure made of starched white lace 


“Rationed Joyce Casuals — give colorful 
" comfort to our City Block of Country Shoes” 

was apt headline for one ota series ot shor 

windows at Bloomingdale’s. Display Dire« 
tor Joseph Dultz introduced both the city 
andthe country atmosphere in a deft manne 
AVater skvline 
were executed in white on the skyblue back 


color sketches of the city 
wall. A mossy yellow-green bank sloped to 
the foreground with a miniature toy train on 
little tracks steaming along in the juncture 
bank and White 
spun glass from. the 
engine and “Baby's Breath” dyed green was 


where background met. 


issued forth as smoke 


planted around as trees. The colorful shoes 


lier contributed to the Victorian atmosphere 
and tor human interest a little white papier 
chewing on one ot 


CisPLayYyY WoOrRtes 


bank and the 
comtortable 


were spaced in pairs on the 
mannequin appeared 
and tastefully dressed in her 
worn with black costume 

\n exotic stretch of windows at 
Brooklyn, installed by 
( offey 
“Persian Fantasy,” took their colors and au 
\rabian Nights,” 


which in turn had served as inspiration for 


pleased, 
green shoes 
Martin's, 
Display Director 


Daniel and bearing the headline 


thentic designs trom “The 


the clothes designs. Interestingly, the Moor 


ish settings for all of the windows were 
executed entirely in the workshop of the dis 
play department. Over a period of eight 
weeks and under the supervision of Coffey, 
sultan, the 
magic ribbon, flying horse, 
faithtul 


Persian cities and architecture 


the papier mache magic carpet, 
dancing girl and 
weasel robe with reproduction ot 


Were closely 
coordinated with the featured clothes, styles 
namely, melon, black, green and 


“Wesley 


comes straight out of the 


and colors 
Simpson's Persian Fantasy 


Nights 


Co ral. 


\rabian 


—Upper left, by Franz Gobbi, De Pinna's. 

Upper right, by Winston Jones, Franklin Simon. 
. . . Lower left, by Edward Ballenger, Bonwit 
Teller. by Joseph Dultz, 


Bloomingdale's— 


Lower right, 
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into the California Sunshine read the dec 


orative window c¢ py 


“April Shower Aquatogs” in “May Gardet 


Colors” received an April shower setting by 


Display Director Franz Gobbi in three win 


dows at DePinna’s. A decorative pink wire 


Watering can Was hung at an angle Iron 


the top of the window by pink satin ribbons 


Rain streaming from the can was simulated 


through twisted strips of cellophane whicl 


“ground” beneath had the 


on touching the 


satistaction of seeing datsies immediately 


come into full bloom. The flowers, sculpturee 


of paper, repeated the bright colors ot the 
vellow, fuschia and a purple-blue 
littl 


their backs to the glass to show their equally 


raincoats 


Pwo of the virls chose to stand witl 


gay matching umbrellas This was another 


rt the 


dise was kept predominant 


window displays where the merchan 


Walls and floor 


4 the window were white 


Circus animals, sculptured of chicken ware 


and painted black, appeared in all of the 


eight) Fifth avenue windows at Bonwit 
Feller’s, coinciding with the opening of the 
circus. Here the prancing horse is highly 


decorative with red flowers tor mane and 


tail. Continuing, Display Director Kdware 


introduced a French — poodle 


I ( tinued page 100) 


Ballenger 


es 


* 
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oo 
. 
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DISPLAY WORLD MAY, (945 


- {.ouis Gehring 


, * Display Designer and Consultant 
New York 










Arrangement: | Delightfully cool dresses tor 
C 


pavements. Summer cottons with an urban ai: 





Zoom TO skyscraper heights iS Tne aescriptive 






for this window. A warm-and-cool effect can be 












hy the 


Dy use of strong color contrast. 








Properties: Floor of window is of seamless pape! 
off into squares and painted a bright sun yeliow ’ 
| 


packarop revedi the outline of tne city s KY 








DaInTtTed DIACK. A small 








Arrangement: [his display recaptures the aay 


~ .< 
mertime oirit + the merry 10-rouna. strona olor 






ntrast is ysea tne JaNOU ( overcome the Te) 






Wil 





operties: An irregularly shaped dis riser with a 
ed and white striped border serves t support the 







yn of a merry-go-round. The mannequin astride 





. ee . 
y white r yet-olack hnorse weoar white ac entea 






with red accessories. Gold rings suspended by red 










ribbons match the gold bar and the aold mane ot 
the horse. Related accessories are placed in the 
rings and on the riser. Copy card reads | White 








a <7 














Bed 


Arrangement: An ethereal look is achieved 
di play showing ag colortul group oT summer 
Jescribed as 'Wing Clog Light as Ai 


arrangement strikes a very pleasing note an 









% 









ettective in the oresent brownout a we 


Properties: Aq 


+ 





req WING O COMp< ion Or O papel { 








emphasize the tact that these as are 





WaT The winas are pended trom tne 
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DISPLAY WORLD 


|}COMING U 


Arrangement: This Independence day theme may 
e used to promote the sale of War Bonas as well. 
The Liberty bell becomes the central unit and is 
jramatically presented by the use of lavish drapes 
ind white lonic capitals. A parchment bearing 
the Declaration of Independence is placed in the 
wer foreground. The Seventh War Loan poste: 


id be snown. 











Arrangement: Summer sports appare t 


handi e presented in th; men wear wind wW. The 
central unit is accompanied by a single mannea 
on the riaht Inda it torm to balance it on the 


‘ 
leTt. 


Properties: ine packaround of this aisplay paint 
ead a cool aqreen. The flex bie Damboo shelt unit 
strikes a tropic 1 note and makes an anproori y+ 


< mme icr YVver tor man a yrié 
um r aispiay } 





Arrangement: Bamboo is especially good for men 
mmer merchandise and is again used in this win 
w to promote such leisure aoparel as summer 
rts shirts and slacks. Three definite units are 
tea here, each accompanied by a bamb Yi 


er 


Properties: The 


xiIplie reen 





By HERB CROSS 
"Dick"’ Whittington Studio, Los Angeles 





\ngeles 
with the so 


\ considerable number of Los 
display pc ople 
called *Peace 


and several of thet 


made a tie-in 
Conference” in San Francisco, 
displays were very at 


tractive 


Among them were Laura 
Walbridge, 
J Roy 


will be 
at Bullock’s was given over to this theme, 


windows by Mrs. 
display director at Bullock's, and 
stewart, ot 


de S¢ ribe d he re 


Barker Brothers, which 
The corner window 
as pictured in the first illustration. Sim 
plicity was the chief characteristic of the 


large “V” 


ieature; this was in a dark tone, 


display, a being the principal 
lightened 
somewhat by a spatter-dash treatment. The 
globe, and 
lettered “For 

Now United 
wall at the right was 
Nations, and in the 


with this 


prongs of the “V" supported a 
through it ran a. streamer 
a World United For War 
For Peace.” On the 
a list of the United 
foreground cards 


“Bul On k's 


were message 
welcomes to California the rep 


Nations.” The 


rested on an irregularly-cut 


resentatives of the United 
base ot the a9 fg 


piece of fabric which was also— spatter 


Lighting was by means of 


dashe d 
IW 


of its battery of windows to the San Fran 


spots 


Robinson Company devoted every one 


cisco Conterence 


Barker’s corner window, which is not il 


lustrated here, used slim columns to flank a 
resting on the floor in the reat 
Enclosed by the 


appearance Ot a 


balcony 
balcony, and having all the 


scene viewed from a dis 


tance, was a dry-brush painting of the well 


known bridge in San Francisco bay. Fram 


ing the scene were clusters of natural foli 


age To the spectator the effect was that 


of looking out from a height over an actual 
panorama. Illumination was by spotlighting, 


and it was kept subdued. 


The second illustration shows another dis 


play by Roy Stewart tor Barker's, and _ its 


theme is explained best by the showcard cap 
tion: “Fresh and lovely give your table 
new appeal with these charming new sets as 


background.” Seamless paper slanted from 


the upper background down to the front of 


the window, with the table shown as burst 


ing through. Light pastel shades were used 
throughout the window, and the lighting was 
The 
displayed on the 


entirely by spots. merchandise tea 


tured was slope ot the 
seamless pape 
Lentheri featured exclu 


perfumes were 


—At the upper right is a display used by Mrs. 
Laura Walbridge, Bullock's, in honor of the 
spatter-dash_ re- 


San Francisco conference; 


lieved the single color tone of the ''V'' and the 

fabric on which it rested. . . . At the right, a 

corner window featuring table appointments; 

by J. Roy Stewart, Barker Brothers. . . . (All 

photographs by courtesy of “Dick'’ Whitting- 
ton, Los Angeles) — 


thirteenth annual 
Show” by J. W 
Pettit is 
interior 


sively during the recent 


“Flower and Perfume 
Robinson Company, where Harvey 


display manager \ view of the 
treatment used during the promotion is seen 
in the first photograph at the upper leit on 
Natural flowers and 
foliage were used extensively on the coun 


Each win 


the following page. 
ters, ledges, and special niches 
different 
focal point for the individual sets being a 


dow depicted a historic era, the 


related painting and parchment scroll giving 


a bit of the perfume history of the time 


The flowers used ranged from sweet peas to 


exotic orchids Perfume sales during the 


show were higher than at any previou 
motion, it 1s said. 

Rex R. Ross, display 
Roebuck & Co., 
to tie in with the occasion when Artur 


manager tot 
used an interesting d 


canini came to Los Angeles to condu 
Philharmonic . the event which w: 
terrupted, newspaper readers will ree: 
an unscheduled dance as Toscanini cor 
Waltz.” Ross 


albums ot 


ed “Invitation to the 


record famous 


played 


against a background of black and 
lighted by spots. 


were tumbled here and there throughout 


Large paper notes 1 


window, and across the background 








musical staff on which 
appliqued. In the 
stood an artist’s easel bearing a framed por 
trait of the 
stood a vase of flowers. 


cut-out notes were 


center of the window 


maestro, and betore the easel 

At the lower left is seen a photograph ot 
a display for cotton dresses as used by S. 
E. Thompson, The May Company. The copy 
on the showeard read: “Pent House Garden 
Cottons.” A shade of light pastel green was 
used for the background. 
in this display, however, is the use of vege 
tables; the table in the 
legs in the forms of green onions, while the 
tabl. 


lengthwise: 


The chief interest 


dressing rear has 


itself is formed by a watermelon cut 


String beans, and vegetable leaves. On a 
grass mat in the center of the window stands 
a giant 
these being carrots 
given over to this theme, 


the vegetable ornamentation. 


cabbage, supported by four legs 


Several windows were 


same each with 


final illustration is of a window by 


Clark Gardner, display manager for Silver 
woods, and used in the Wilshire boulevard 


“Cah 
were the 


Stor Five dollar hand-painted ties 
lornia Originals,” by 
leat d 


the it 


Hollyvogue 
The 


furnished by 


easel in 


Holly- 


merchandise small 


foreground, 


framing the mirror are carrots, 


DISPLAY WORLD 


—At the upper left is an example of the 
interior treatment used by Harvey Pettit, J. 
W. Robinson & Co., when the store's annual 
was held. 

Upper right, by Rex R. Ross, Sears, Roebuck 


"Flower and Perfume Show" 
& Co., to tie in with Toscanini's appearance as 
conductor of the Los Angeles Philharmonic. 
. . . Lower left, by S. E. Thompson, The May 
Company, for "Pent House Garden Cottons;" 
the chief display properties consisted of papier 
mache vegetables in giant sizes. Lower 


right, by Clark Gardner, 


merchandise is hand-painted neckwear— 


Silverwood's; the 


vogue, reproduc es in oils on an actual can 
Gard 
with the 


mannequin garbed as an artist on the other 


vas the portrait of a painter at work 
ner followed through on this theme 
side of the window. To gain continuity of 
impression from window to counter, the easel 
display was also used in the neckwear de 
partment. In the window, wooden displayers 
held small cut-out easels which in turn had 
ties thrust through the thumb and_ finger 
holes 

The following displays are not illustrated 

\gain at Clark 


Silverwood’'s, Gardner 


series ot clever windows 


title of 


showeards bearing the 


used a under the 
and 


message: “KEv- 


general “California Sunwear,” 


with 
The sunwear 


erything for under the sun.” 


wording appeared in strong bright colors 


against a pastel panel in the background, the 
body of the California 
these were chiefly desert motifs All 


Silverwood kind of 


panel showing a 
scene > 
stores carried the 


this 


Same 


displays during promotion. 


The windows in almost all the 
the Los when 
President Roosevelt died, and remained dark 
tor three 


stores in 
\ngeles area were darkened 
nights. (It will be remembered 
that this part of the country is exempt from 
the nation-wide brownout and that display 
still this 


very store of any importance had at 


lighting 1s permitted in area.) 
least 
president. 
beautiful In 
Memoriam window using the Purple Heart 
Hag—the first 


arCa, 


one memorial display for our late 


Bullock's, in particular, had a 


such to be displayed in this 


For a promotion on coats in black and 


white checks, I. Magnin’s devoted all their 


Wilshire 


(hampions” theme, 


boulevard windows to a “Checker 
showing the merchandise 


( he ( ker 


framed, and in natural colors 


against backgrounds formed. by 


boards 





treatments al 


whet 


sand hurried ci 


SOTT1E 


sectlo 


trom 


CTCLOTE 


operation im 


t 


( 


1s 


SOMME 


rormation 


preparation 


“a 


( 


STONIS 


normal 


dropping 
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—Typical window displays as used by Frank Vermilye at Maison Blanche Company— 


PLANNING and PREPARATION 


wht about many changes 
rotessions, and display was not 


Wi 


atter of 


have seen a definite 


personnel display 
hting 


had 


arrangements. In the 


timc lor concentrate 


have to make Slap) deci 


| This is not obvi 


anges 


tions of the country, but it 1s 


located a « 


onsiderable dis 


large display marke ts 


has large beet brought 


present scarcity ot want | 


s, display merchandise, an 
from these market 
immediate 
It 


a complete chang 


in sight 


display departments 


a “quick planning 


poli \ 


times 


throughout 


always 
that 


current 


there were occa 
called 


to 


thre Veal 


everything make 


By FRANK VERMILYE 


Maison Blanche Company, New Orleans 


Uncertain wartime conditions make 
hasty display planning and lightning 
execution a necessity these days. A 
novel department set-up has been 
worked out at Maison Blanche, and 


Vermilye explains its operation here. 


fast preparations tor a rush sale or promo 


tion Ordinarily, though, promotions  o1 


store events of anv large size were 


Schedules 


the 


prepare | 


months im advance were set, 


nerchandise on hand, and event was 


caretully thought out Karly discussions 


Were 


held between buyers, sales 


promotion, 
\ll 


Were 


advertising and = display executives 


angles tor a successtul promotion 


studied, hashed and rehashed, and time 


as 


was not limited no 


in his 


; : 
one was unduly rushed 
assigninent 


the 


respective 


However. those 200d old davs 


WCTC 


conditions of 
ot the 
traditional and 
always plan and prepare 


the 
changed the dates 


l-ortunately, Wal 


} 


hose are are 


for. Out 


are concerned with such occasions 


buyer will phone the display department 


say: “Do vou remember when I sp 
vou about that promotion of such-at 
had up last 

Well, it’s okay to go ahead with tho 
the just 

this merchandise 
it 


too long ; 


merchandise | coming 


dows now: goods arrived 


am holding back to 
windows, make 
hold 


statement 


SO as soon as p 
| cant 
This 


The buvet 


it 


really doesn't make 
tells 


merchandise, 


he 
long-wanted but 
that every piece of it could be sold, 
display Phen aly 
the expense and trouble ot arranging 
Why not let the mere 
without any newspaper 


The 


frankly you now 


vet 
or not why go 
ried display : 
be sold as 1s, 
tising, of stimulation : 


page NA | 


display 


[Co 


ntiniwed oO 


seasons or | 
events 
re} 


\ 
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Display .. . 


DISPLAY WORLD 


The BASIS Of 
Merchandising 


By TROWBRIDGE H. STANLEY, President, 
L. A. Darling Company, Bronson, Mich. 


"Retail sales are made in retail stores, not in homes or in automobiles, streetcars 
or busses. .. . ‘Ninety per cent of the sales of variety stores are influenced by 


display, whereas 70 per cent of department store sales are influenced by display. 


Kk MUST fight for what we think 
is right in the display 


that thought could be 


business. It 
left with the 


readers of DISPLAY WORLD, it) would 
have a beneficial effect upon the entire 
industry for vears to come. For I. thor 


oughly believe that the opportunity for the 


future is here today for displaymen and 


women. Everyone with enthusiastic interest 


selling display has felt 
that its full power has neither 
been recognized nor utilized. We believe the 


days are gone when top-heavy emphasis will 


in the power ot 


lor years 


local newspaper, car-card and 


Today's leaders in ad 


be put on 
outdoor advertising. 
vertising and merchandising will agree that 
window display and point-of-purchase pro 
motion is basic, and through its own ability 
to sell deserves a greatet proportion of the 
store promotional dollar. This automatically 
increases the stature of the display director. 

One reason for the lack of understanding 
of display as a medium has probably been 
the lack of a yardstick by 
measured. But 9 on 


which sales re- 
could be every 
there are convincing facts and 


sults 
hand today 
figures which would excite the most casual 
observer. Many of the 3,000,000 retail store 
windows in this country have been used to 
do the greatest selling job in history—sell 
ine War Bonds, conservation, Victory gar- 
greater production and civilian co- 
Frank Isbey, dynamic chairman 


dens, 
operation. 
of the Michigan War Bond program, writes, 
“Over 80 per cent of the 
War Bond result of 
displays.” 

All displaymen and women know that an 
attention-getting window display, highspot 
ot the many items for sale 


over-the-countet 


sales is the window 


ting but a few 
within the store, stops the passerby, stimu 
lates the urge to come inside, and that then 
the point-of-purchase display goes to work 
Phat is the That is our 
connection merchandising 


follow-through 
whole with the 
plan. The entire process is today becoming 
known as “Visual Merchandising.” This is 
a fine descriptive term for display Wi 
should use it more often 


Frank W. Woolworth quickly learned the 


power of display when he was a mere helpet 








—Trowbridge H. Stanley— 


in a general store. Chain stores proved that 
sales sky-rocketed when goods were taken 
from the back shelves and put on counters. 
Chain stores in many instances use display 
as their only medium of promotion. Their 
profit position is certainly something to be 
proud of. Other types of stores proved that 
by moving their counters from the sides of 
the stores to the centers, they make possible 
a quicker self-inspection, provide see-ability, 
and sales go up. The atmosphere created by 
some of our smarter shops is but another 
iorm of display, appealing to an important, 
though smaller section of the national mar- 
ket. Everywhere we go today there is more 
evidence of the intelligent and intensive use 
of display, appealing to the emotions and the 
always with the thought of creat- 
ing the urge to buy. The National Associa- 
tion of Display Industries, the International 
and the National 
\ssociation are all con- 


practical 


\ssociation of Display, 
Retail Dry 


tributing in every 


(soods 
possible to educate 
display, 
bring displaymen together to improve them- 


way 
more young people in the art of 
the position of display in the 
All ot our continu- 
ous efforts and abilities are needed to fur- 
ther this constructive work. 

\fter all, sales are made in 


selves and 


overall selling picture. 


retail retail 






homes or in 


stores, not in 


auton tles. 
It is your store er 
the cash transaction is made. At the ° jsyg 
Merchandising Council meeting in \, 
York last year, M. C. Pollock, DuPont 

phane promotion manager, made this j 1, 
tant comment: “Ninety per cent of t! 
of variety stores are influenced by 
whereas 70 per cent of the departme: 
sales are influenced by display.” Thi 
that, in spite of what is sp 
other promotional media, proper and vel 


streetcars or busses. 


cates 


ful display in the windows and thro out 
the interior of the store contributes by jtsel; 
the greatest amount of consummated ile 
Pollock further stated: “Eighty-five per cent 
of all through the eye, in 
analyzing trom 


buying is 
wall shelve the 
level produced 140° p ent 
greater sales than the shelves lower a ut 
of natural vision.” 


sales 


shelves at eye 


Does your store n it 
ment know these figures 2 

Figures are also available from the Point 
\dvertising Institute. Inc 
showing that the appraised value of windoy 


ot Purchase 


display circulation compares most favorabl 


with newspapers, magazines and _— poster 


boards. Does your store management know 
oft these figures ? 

Proponents of the open front store win 
“The front 
window of your entire store.” But whether 


dows say, open makes a 


you have an open front or closed back type 


of window, displays of the future are bound 
to be an important factor in your. selling 
plans. This is particularly true with the 


open window store, because then the entire 
store is seen; it must be well displaved 
Postwar, an entirely new field opens itseli 
for the display profession. It is television 
You probably have noticed the advertising oi 
\llen B. Dumont Laboratories, Inc., of New 
York City. They advertise television as 
“The Best Window in the World, 
and also say that “There is going to bea 
brand-new window in millions of 
Mind you, this is a radio organization tell 


Show 
homes. 


ing the world that television is a show win 
brought to the home. I ask 
this display or advertising?" Radio in the 
past, with only the spoken word, we 
argue about 
we will argue that television, used in con 
nection with retail Visual mer 
chandising. Television presents a_ thrilling 
opportunity for displaymen. 


dow vou, “Ts 
won't 
it was and is advertising. But 


selling, is 


It is my belief that in many high-spot lo 
cations, where sidewalk traffic is great, we 
will see many action displays in store win 
dows. We were beginning to see more ol 
this when the war came along, and it was 
proven effective. Cost 
the only factor that would 
widespread use. Action displays could also 


most alone may be 


deter a mort 
be televised. 

Display has come into its own. Display 
1 works for 


is ot age. Display your store 
every moment of the shopping day. No othe! 
merchandising medium does this quite s° 
well. So, while other media have thet 
place in the merchandising picture, and do 
attract attention, create desire and actually 


bring people into your store, don't let 
agement overlook this fact: display 
does all of that, plus creating the 
which rings the cash registé 


ever 


impulse- 








Y 
ling 
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Come, See-- 


THE LINE 
OF LINES 


FALL and XMAS 


DECORATIVE WINDOW 
AND STORE DISPLAYS 








CHICAGO NEW YORK 
Stevens Hotel Hotel New Yorker 
WEEK OF WEEK OF 
JUNE 18th JUNE 25th 


EARL W. GASTHOFF CoO. 


DANVILLE, ILL. 
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—The lighting of this ‘tropical storm’ setting 
by Russell Kehrt was intensified for photo- 
graphic purposes. The scene shows two figures 
on a veranda, with palm trees and tropical 
foliage in the background. Actual water 









poured down in the rear to simulate rain, wind 
whipped the branches, and the sound effects 
of a storm were heard— 








—For this display of two beautifuily-garb 
mannequins in a rural setting, Kehrt used an 
actual chicken shed complete with straw 
thatch, real nests, broken wagon wheels and 
similar props. A live rooster and hen wandered 
through the window and caught the attention 
of every passerby. (War Food Administration 
please note: The hen laid half a dozen eggs 
while the window was on view.) This window 












has invisible glass, with mirrors at cach side 
of the display, and the rooster was never quits 
able to figure out why the reflected hens never 








became a reality— 






DISPLAYMAN ... ON THE AIR 






















Phe following is the complete seript tor extraordinary an artist with color and his tather was a Cincinnati artist 
the popular “Crossroads Cate” program as lighting! Charlie: No, I didn't 
ised by Station WELW, Cincinnati, on April Charlie: He's the man you're expecting as Rita: Yes, he was a pastel artist 
10.—Ed.) vour guest this afternoon, isn't le 25 vears, and Russell used to help his 
\nnouncer: Heilo, there! Won't vou jom Rita: Right vou are, Charlie. . And | so | presume he learned something 
us | see our hostess, Rita Hackett, hurry thought I knew a little about window dts about color harmony that way 
1g wer to her table She's expecting Rus play, and a little about Russell Kehrt ; Charlie He's always been imterest 
ell Kehrt, the famous window design artist, but I find [ don't know anything at all art, then 
as her special guest today. Mr. Kehrt does lor instance, these magazines here! They re Rita: Yes, art and music. He stud: 
those prize-winning, pavement-packing win copies of the national display magazine, the violin and piano for about 12 vears 
dows for the Jenny shop on Fourth street trade magazine DISPLAY WORLD that he’s played over the various radio st 
in Cincinnati Phen over near the band goes all over the country; they choose out here in town, including WLW? for ab 
stand IT see the Crossroads Cafe trio, Mary, standing windows from every city in- the years 
lean and Betty, talking with Bandleadet country and picture them in’ DISPLAY Charlie: Well, how'd he happen t 
Burt Farber, who informs them he’s ready WORLD and in every one of these mag the display field: 
to get things gomeg with (first) orchestra azines on the table here, vouwll find pi Rita: Actually, he got into it by a 
number) tures of Jenny shop windows the ones He got a job as assistant to on 
Charlie: Well, Miss Hackett, dont tell me done by Mr. Kelrt display managers in a. large depa 
tm expect to be bored this afternoon Charlie: Oh, here's one with a Jenny win store when he was 19 vears old 
Rita: Good heavens, no, Charlie! What dow right on the covet help him trim windows during the 
occasions that blatant demand Rita Yes, [ve counted six covers by play in an orchestra tour nights 
Charlie: The profusion of literary mate Russell Kehrt! And there are articles by Charlie: Some ambition! 
rial on your table stacks of magazines him, and interviews with him He's one Rita: Then in 1928 he married a dancing 
i serap-book, newspaper clippings, letters of the outstanding men in the field today, teacher and gave up his display worl el 
Rita: All the better to see our guest with, and as Al Segal of the Cincinnati Post the dancing classes grew to such 
my dear! said in one of his columns, “displayman”™ is that his wite couldnt handle then 
Charlie: You mean Mr. Kehrt hardly an adequate term to describe an art Hed play the piano for the class 


Rita: Mr. Russell Kehrt displayman ist like Russell Kehrt! Did vou know that [Continued on page 76] 
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The Human-like qualities of Carrata 
Action Mannequins meet your specific 
needs for realism and perfect display 


California Made 


Mannequins... 4s 
California 
Merchandise 


OLVERA STREET 


* REPRESENTATIVES 


JACK CAMERON 


2420 RIDGEWAY AVENUE «+ EVANSTON, ILLINOIS 


LOTHAR F. DITTMAR 


174 CRESTWOOD ROAD « FAIRFIELD, CO 


1150-1152 SOUTH LOS ANGELES STREET = LOS ANGELES, CALIFORNIA 








Accessible merchandise . . . best type of doorway... aisle layout . . . related 
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articles . . . all are a part of display; their practical application to the utility 


field is explained in detail by this article by George W. Browne, assistant gen- 


DVERTISING 1s a vital part of our 
free enterprise system, not only as a 


means of establishing and maintaining 


markets but as a mighty force for social 
good. The history of the American busi- 
ness structure has proved that business 


needs the essential stimulus that good adver 
tising supplies. It informs prospective cus- 
tomers of what business has to sell, informs 
them of what the product will do for them, 
and through this information creates a desire 
for the advertised product or service. 

This desire, which is stimulated by local 
national magazine adver 
tising, must be kept alive through the use 
of other Theretore, if it is rekin- 
dled at the point-of-sale through attractive 
window displays, will be 
likely to enter the store for additional in 


This is the way that display or 


newspaper and 
media 


prospects more 
formation. 
point-of-sale advertising brings the customer 
into the store and becomes the silent sales- 
man that closes the sale. 

But display windows are in direct compe- 
tition with other stores, amusement places, 
theatres and, in normal times, all brightly 
places that are striving to attract 
attention and tap their pay 


lighted 
the shoppers’ 


courtesy of The American Gas 


Monthly 


Reprinted by 
\ssociation 








eral display representative, Public Service Electric & Gas Company, Newark. 


The Essentials of 


checks. Therefore, it’s good showmanship 
for utility light, 
and animation, to add to the effectiveness of 
their 
Postwar 
caretully 


displaymen to use color 
creations. 


merchandise displays must be 
planned and cleverly executed if 


Mr. and Mrs. Con- 


sumer to have the many advantages offered 


you expect to influence 


by modern gas appliances as compared with 
the 194X The 
shopper visits 15 to 20 weekly 
buys only about 40 of the approximately 
75,000 items that are displayed for purchase. 
So only well-displayed merchandise can suc- 


competitive goods. average 


stores and 


cessfully compete for their attention, time 
and money. 
It is Smportant that utility display win- 


dows express dignity, cleanliness and pro- 
gressiveness. Their appearance indicates to 
the passerby the character of your company 
or store. 

The chief job of window display is to 
reach right out into the sidewalk traffic and 
stop people, interest them, transfer the inter- 
est from the display to the product. Then, 
cause the observer to see and appreciate the 


—Feature one appliance in each group so 
that the customer has "a place to start 
looking’ — 











—George W. Browne— 


GOOD UTILITY DISPLAY 


value, use or benefits that would be theirs 
if they owned the displayed appliance. And 
last and most important it should bring th 
prospect right into the store. 

The question of whether windows. should 
have backs has 
subject of much discussion. The proponents 


open or closed been the 
of the open-back window argue that the ad 
vantage of letting daylight into the store 
and the ability ot shoppers to see throug! 
the back of the window 
overrules any of its dis- 


and view the met 
chandise inside 
advantages. 
Open back windows 
per cent of their effectiveness 
prospective customers’ attention is diverted 


lose more than 4 


because the 
from the featured appliance to the merchan 
dise they can see in the back of the store 
Also, too frequently there is activity on the 
part of the store personnel that adds to this 
distraction. 

Solid backgrounds prevent window trost 
make displays easier to prepare 


mer- 


ing and 
They are easier to keep clean and 
chandise displayed receives the full benefit 
of overhead lighting. They are more at- 
tractive and less expensive to trim. Appli- 


ances can be shown in their correct setting 
and receive the complete attention of window 
[Continued on page 56] 
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This fine foliage with all the fine rich fall shades of the 
Autumn is the largest selling decorative number we have 
ever produced for that season. 


For urns or tacked on to backgrounds or even cases Sea 
Oats are fine by themselves or mixed with other types of 
natural foliage. 


Small heads and three feet high 35.00 per 1000 
4.00 per 100 
Large heavy heads five feet high 55.00 per 1000 
6.50 per 100 


Suerglades Palm Company 
Aaines City, Horida 






















DISPLAY 


_..on and off the record 
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Completely surrounded by a ee 

on 5 is Irene : 

ier mache branches 's — 

N dweok display for ee 4 : 

Pho nix Ariz. — another examp A 
displo woman who is doing a notable | 

— for her store— 










Ww. Va., Leon Salmons 
LS. Good & Co. 
backyard a 
i i Cindy. Incidentally, re) 
~~ a that since this photogroph 
was taken the single Cindy has increas 
to five— 


—\n Wheeling 
manages display for 
but finds time tor 





—This is Mrs. Edward B. Terhune, display 
director for the American Women's Vol- 
untary Services "War Shop" in East 52nd 
street, New York City. A full-time volun- 
teer, Mrs. Terhune's windows are so effec- 
tive that she has been offered several 
retail display positions, but continues 
with AWVS— 





—M. H. Luber, veteran displayman and 
manager of the display department of 
The Killian Company, Cedar Rapids 
lowa, stands beside a 14-foot Christmas 
tree which he made up for a special store 
promotion. The tree foliage is made en- 
tire of sisal and Luber reports the effect 


as beautiful— 





—The scene is g 

e +t th 
Club, Reading, Pa., e Manor 
Croll & Keck just aft 
Decupying the front 
ure, not the 5 a ‘ 
play aaen. te is Al G. Shuitz, 


H. Berger, A. Smy and G. Lorish— 


: Country 
with five men from 
er a round of golf. 
Position—in the pic 
di 
The others are c. Kock 


n 
7 


el ihn sea display manager for 
bs ‘ n tore, Providence, tried on 
sombrero for size, posed among vari 

~ — Properties... and lite 
nd atoll rege added 

e store i 

some of the responsibility fas we 
as well— 7 
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“CRAFTSMANSHIP 


COMPLETE REPAIRS 
NEW WIGS 
2 WEEK DELIVERY 









VANTIN REFIVISHING 
MANIRINNURANCE 
Wits 

MALLINERY HEADS 
PROTECTOR HOODS 






YEAR-ROUND 
MAINTENANCE 









LATEST STYLES 
COMBED HORSEHAIR 
2 WEEK DELIVERY 






LIGHT-WEIGHT PAPC 
HORSEHAIR WiIGs 
2 WEEK DELIVERY 





TRANSPARENT 
MOISTURE-PROOF 
IMMEDIATE DELIVERY 





eS CROAT 
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d on 
vari PRICE LIST e FREE PACKING CASES FOR 
bse MANIKIN REFINISHING ¢e- NEW WIG STYLE 


dd 

es WRITE FOR CHART e MANIKINSURANCE FOLDER ¢ 10 TIPS 

sing ON MANIKIN CARE ¢ SAMPLE MAKEUP 
CARDS ce MILLINERY HEAD PHOTOS 


VISIT OUR NEW SHOWROOM ON YOUR NEXT BUYING TRIP 


MADINONTA 


FLORENCE and GILBERT LAURENCE 


Creators of MANLRKINSURANCE 


164 WEST 25 STREET, N.Y.C.i ° CHELSEA 3-1550 
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Ornamental lighting with coach lamps, 
lanterns, kerosene lamps . . . but help- 
ing with the brownout problem. . . . An- 
other of DISPLAY WORLD's series of 


articles on unusual smaller city display. 


GHTING 









By MILDRED A. CARTER 
Metzger-Wright Company 
Warren, Pa. 





ROWNOUT or not, the spring opening 
B is a tradition of the Metzger-Wright 
Company, department store in Warren, 
Pa. This year, with the fiftieth anniversary 
approaching, we decided to capitalize on the 


public lighting restrictions and treat our 
windows as an opportunity to do something 





new—by way of something old. 

The atmosphere ot the windows set the 
theme: life at the turn of the century, 
caught in the soft eerie glow of kerosen 
lamps 

The theme window was an attic: soft 
coral background criss-crossed by purple 
yarn cobwebs, complete with spider and fly 
Seated before an old trunk was a modern 
young figure dressed in gray slacks and pur- 
ple sweater. Across the trunk was a soft 
pink evening gown \t her feet were old 
family albums, love letters tied in yellowed 
ribbon which protruded trom a bag of old 
lace An open chest of drawers revealed 
baby dresses and shoes which were 100 years 


old At appropriate places in the rooms color detail was a pattern of yellow back Nineties scene had been painted: the outlin« 

were old pictures, a rag doll, a chair and ground, budding trees, grass and daffodils a burnt sienna and painted in yellow and 

shawls, three tiny mice, and strewn across The model stood out boldly: black gabardine = shades of blue. The lantern this time was 

the floor were lavender chips. Over all the suit, beige brief, hat, gloves and bag to perched on a brown fence and _ its light 

objects in the half shadows of the room, the match. The card: “Begin With Black and caught the details of budding trees 

oil lamps shed their soft lights. The card Blend With Beige for Beauty.” grass floor. Here the mannequins displayed 

copy read, “Spring Magic—Weave the Old \ series of four windows followed, each contrasting sport outfits 

With the New.” characterized by a piece of furniture as a Local radio programs and newspapers 
Phe next window had its inspiration from — part of an old-fashioned setting and lighted = commented on the windows, and publi 

a picture of a cabby and his coach which — by an oil lamp. The background was pastel terest was such that there were many Calls 

appeared in DISPLAY WORLD. The cabby in each window. Smart suits were featured to make sure our windows would be liglited 

and coach were done in black and white in checks, shades of lime, navy, American each night. The amount of talk aroused | 

One oil cab lamp provided part of the light beauty, and chartreuse, and accessories were the windows was reflected, too, in the 

ing and two cab lamps, wired to a battery displayed from miniature wooden doll trunks. © of merchandise. For Metzger-Wright ¢ 

and mounted on white posts, provided the Phe last window was a rustic scene. It pany, the brownout proved an effective | 


. ri. . . - ° ° =. y ' 
rest of the lighting for the window Phe used a chartreuse backdrop on which a Gay ground for a spring selling campaign 






























NOW READY! ‘hool. Fall and Christmas 


ecko a 


- - « in flamboyant techniques and riotous colors 





for finest apparel and footwear windows. 


Penelli injects new vigor into established display techniques and combines them with 
surprising innovations to create display ensembles of unusual charm. 


Fach design sparks the display-minded imagination into a host of interesting adaptations. 


Penelli clients are assured of pace-setting windows every season, and extravagant 
interi lispl: late ‘ Hi displ: available 
interior displays later on. . . . Penelli displays are available to ONE CLIENT ONLY 
IN EACH CITY on an exclusive franchise basis. Write for photographs and 


complete information, Display Corporation, 357 E. Erie St., Milwaukee 2, Wis. 











































































By JACK POLLARI 
Madigan Brothers, Chicago 





J. W. Campbell, at Carson Pirie Si 
Co., handled bolted woolens superb! 

a smartly balanced group of antique 
ture pieces in a recent display, as pi 
here. The sitting model, garbed in 
of this checked woolen, appears bal 
on an old spinning wheel tread mill 
weather vane, a genuine antique, 
beautifully as a drape stand. Thx 
urns and pots added the final touch ot 
gedness. This type ot atmosphere le 
splendid durable quality to heavy w 
of this kind and types it as a long we 
outdoor tabric. 

Jack Bernhart, at Mandel Brothers 
stalled a striking group of bridal wit 
using Williamsburg blue as a backg 
for white and pastel gowns as show 
the second illustration. \ huge om 
draped with white sheer flare-cloth, capyx 
by a white cornice with gold fleur-de-Ii 
naments, provided the central theme 
floors were completely covered with marbl 
ized blocks. \ gold) papier mache 
carried the copy: “Oh Happy, Happy \\ 
ding Day.” Flowers interspersed with tres 
asparagus fern arranged around. the 
completed the decor 

In a corner window Marshall Field & | 
presented a rustic or country wedding 
play. Due to the brownout, John T. Moss 
Jr.. moved the back wall of the set up t 
ward the glass to give the effect of a corner 
of a country home. On the State street 
the bride is shown descending a rustic stat 
way to meet the groom, surrounded by son 
of the bridesmaids. Around the corne: 
the Washington street side (pictured) tl 
stage is arranged for the wedding recepti 
with wedding cake and appropriate garde! 
table setting. The bride’s mother and fathe 
are shown off to one side, while the chaplau 
best man and one of the bridesmaids 
at the other The color of the walls is 
blue and gray, with the trimming 1 


so that as much daylight as possible wv 
reflected on the figures, thus compensating 
for the lack of light during the brow1 
\Ithough the window was split in tw 
carrying the decorative effect around 
corner of the building there still is a def 
nite feeling of continuity between th 


Spectators also are able to see throug! 
window into the other 





Sam Blum, The Fair Store, used a 
multi-colored lattice for his corner w 
fabric showing. Two mannequins cl 
gowns of this fabric were smartly pos: 
each side of the window. Placards st 


—At the top, by J. W. Campbell, Carson 
Pirie Scott & Co... . Center, by Jack Bernhart 
Mandel Brothers. . . . At left, by John T. Moss 
Jr., Marshall Field & Co... . (Photographs by 
courtesy of F. A. Kuehn Company, Chicago) — 
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—At the left, by Sam Blum, The Fair Store. 
Center, by J. W. Campbell, Carson Pirie S 
& Co. ... Below, by Ray Bianchi, Goldt 
Brothers— 








the cost of the completed costume do 
the basting and buttons are placed nea: 
figure. The copy on the card reads 
Tempo of Today.” 

\nother interesting window by J. \\ 
Campbell is the presentation of Dobb: 
at Carson's \s the illustration shoy 
millinery heads appear emerging out 
pyramid of hat boxes. The two large 
on the stump, the grass shaving « 
floor, and the vines on the backgroun 
credence to the sports character ot 
famous hats. The rake shoved throug 
wheel on an angle gives this windo 
final rural touch. 

Display as a vehicle, with its many poter 
tial promotional themes and outlets of ey 
pression, every now and then steps ft 
established customs and makes a great 
forward in originality in the presentati 
a given item. Such is the spring prot 
of paint by Ray Bianchi at Goldblatt's 

This merchandise, usually stacked o 
painted ladders or pyramided on risers 
presented from the human_ side ot 


Scenes of spring housecleaning were ¢ 
out in great detail with mannequins 
activating note. No room of the home was 
overlooked. The dining room display (pi 
tured here) depicts the sad dilemma ot t 
housewife busily varnishing the floor and 
discovering that she has marooned hersel! 
in the corner. To add insult to injury, the 
family pet on a leash has walked into th 
room on the wet varnish. The boy with a 
brush and paint rag standing nonchalant! 
in the partly open door is asking: “Well 
what now, mother?” Regular flooring was 
used, the walls were painted in light 

and the 
The 


in every detail, showed a mannequin sitting 


woodwork was white. 














kitchen scene, modern and comple 


on the floor, painting a chair. The amusi 
touch here was that little Junior had climbed 
up to an open cupboard behind mother’s 
back and had raided the cookie jai IF 
ther evidence on the red and white li 
proved he had also dropped jam. The colo 
scheme here was red and white—incl 

the jam smeared face of the child. The 


room display showed the mother applyt 
a rose shade over a figured wallpape: 
little girl was in the middle of a pud 
fresh paint spilled from a gallon can tipped 
over by the dog The dressing table 
covered by a tarpaulin and the floor sti 
with newspapers. The exterior scene 
series showed a painter in white coy 
busily painting the sash \ hov di 
the corner was painting the family mai! 
Each window carried a message on thx 
glass—done in white against a backeg 
of cerise, simulating the strokes of a 
The copy reads: “Tt’s Goldblatt Brothe: 
Sherwin-Williams Paints.” You'll not 
each window restricted the actual pat 
play to several cans stacked on a cor 
paper box, giving the suggestion that 
just been unpacked and was put imme 
to 





1S8e 





















DISPLAY WORLD 


i 
satiomaca ssociations 
OF BisPLAY seoesTaes 
|) r 
( 
) 4 
y ) 
\ 


PROGRESSIVE MERCHANDISE 
PRESEaTaTiON 


ay syit 


“. PC MILEO, 7 W. 36 St., NEW YORK 18, N.Y. 


Ops 








40 DISPLAY WORLD MAY, 945 

















By De SAULT a a 











YW 
| 

SS esesscca/ “3 <= 
VY |_| 


hos 


= 


y 
—_ t 

¥] | 
f 


ee 
SSA 
' \ I 
os 
\ 
———————— 


—Suspended displayers, fixtures and \ 
decorations are being used extensively 
at present, and many find their use 
brings a new note to their displays. 
The first sketch shows a novel staggered 
arrangement of three shelves, suspend- 
ed on white ropes or heavy cords— 








—This suspended display shelf has a rather forma 











touch produced by the drape effect made from cut 
out pieces of wallboard assembled as shown. The 
canopy effect can be painted in a solid color, or in a 
two-tone effect—such as the top piece and the two 
side circles in gold and the rest in one of the match 
ing pastels. The shelf should match the first color 
and the cords should be the same shade as the 
drapes— 






































—For a 


FOAL 


—The use of slanting shelves, triangular 
panels and frames has suggested similar 
use in a suspended displayer that is also 
decorative. The awning-stripe valance adds 4 
a touch of color and softens the abrupt 
lines of the unit. The shelf, frame and 

cords are in chalk white— 





very summer-like suspended fixture this bamboo 
unit is suggested. Instead of ropes, bamboo poles are 
used to support the fixture. Merchandise can be shown on 
the tilted shelf, and also can be draped over or through 





















the bamboo fence at the rear— 
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THe cyamp | 


REAL MEN 


MANNEQUINS THAT WILL 
ADD PUNCH TO YOUR 
SELLING DISPLAYS AND, 
BUILT LIKE CHAMPIONS... 
THEY CAN TAKE IT, TOO. 
THE TOP MEN IN THE 
MANNEQUIN FIELD... 


ll 
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~C. BARRANGO 


37 F MARKET oTREET 
SAN FRANCISCO, CALIF. 


AUTHORIZED DISTRIBUTORS 
A. JACOBS, 4! SS. OS ANGELES ST LOS ANGELES, CALIF. 


RYSTAL FIXTURE CO., 226 S. WABASH AVE CHICAGO, ILE. 









A Showing of Korrect-Way Mannequins will 4 
be held in Chicago the week of June | 8th ‘ y) 
and in New York the week of June 25th 


SEE YOUR DISTRIBUTOR FOR DETAILS | \; by KORRECT-WAY 


DIVISION OF AMERICAN FIXTURE AND MANUFACTURING CO. .- ST. LOUIS 


BOSTON. 
stern Displays, Inc. 


BUFFALO 
Samuel C. Dutch & Son 


CINCINNATI 
General Display Corp. 


CHICAGO 
Hecht Fixture Co. 
CLEVELAND 
Pribil Display & Supply Co. 
MEMPHIS — 
Wray Williams Display Co. 
DENVER 
Walter W. Martin 


DETROIT 
The Art Products Co. 


KANSAS CITY 
National Equipment Corp. 


LOS ANGELES 
Grant & Silvers, Inc. 


MINNEAPOLIS 
L. E. Hier Display Equipment Co. 


PHILADELPHIA 
Naythons Display Fixture 


PITTSBURGH 
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| ‘Living In The Air Age” 


Is New Exhibit 


Following the helicopter exhibit which his 


| company arranged for numerous _ stores 
| throughout the country, Claude D. Adams, 


of Promotional Productions, 11 West 42nd 
street, New York City, is now preparing a 
postwar exhibit which will be called “Living 
in the Air Age.” The new attraction will 
provide stores with an opportunity to do a 
correlating merchandise job and will show 
the public many of the products designed 
for postwar living. Adams states that he 
has already received 23 requests for this 
type of exhibit. 


Printasign Head Leaves 
For South America 

Milton Reynolds, chairman of the board 
of Printasign Corporation of America, Chi- 
cago, is on a lengthy business trip through 
South America. He will visit 12 countries 
and be gone about two months. 


IAD Directors To Meet 
Sometime In June 

Plans are in progress for a meeting of 
the International Association of Display di- 
rectors sometime in June. The group will 
get together in either Chicago or New York 
City, depending on the preference indicated 
on ballots sent the directors a short time ago 
by IAD headquarters. 


Nelson To Remain 
At Garland's 


Charles Nelson, who had announced that 
he would join Advertisers Displays & Ex- 
hibits Company, St. Louis, as New York 
City representative, has decided to remain 
in his present position as display manager 
for Garland’s, St. Louis. 


Six New Colors Available 
At Coy, Disbrow 


Warren Gallagher, in charge of the dis- 


play division of Coy, Disbrow & Co., 686 | 


Greenwich street, New York City, announces 
the addition of six new colors to the firm's 
line of 48-inch “Homespun” leatherette pa- 
pers. The colors are eggshell, orange, ma- 
roon, flag red, flag blue and dark green. 
A swatch-book is available on request, as 
well as a new 1945 fall catalogue. 


New Display Firm 
Is Formed 

William F. Cappel, Jr., and Charles EF. 
Krieger have formed the firm of Cappel & 
Krieger to handle a general line of display 


| materials and equipment. Located at 2163 


Central avenue, Cincinnati, the company 
will cover Indiana, Kentucky, Ohio, West 
Virginia and Tenessee. 


Mohs Joins Store 
In Charleston 

Lee Carroll Mohs, formerly on the display 
staff of Lord & Taylor, New York City, is 
now in charge of display at Woodrum Fur- 
niture Company, Charleston, W. Va. Mohs 
was with Lord & Taylor for about seven 


vears. 














VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 
NEW YORK 19, N. Y. 
FLAZA 3-59 686 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 
Studio Still Lifes 


Complete 
information and samples 


sent on request 
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—The al fresco scene below, a reminder of the picnic season coming up, is by W. F. Fletcher, 
Rhodes Brothers, Tacoma. ... At the right, a particularly fine mirror display by Marion Canfield, 
H. Liebes & Co., San Francisco— 





DISPLAY 


season coming up, 











matting Real madrona trees 





With the summer picnic 







consisted of an outdoor 


work of W. 


Sportswear Was 


F, Fletcher, and they 
a rough bath-house, 


display is the 





Rhodes Brothers, Tacoma picnic table and benches 





shown almost en- The house and table 


and grained with a dry brush. 


the featured merchandise, 





tirely on mannequins; the exceptions con 
sisted of a few pieces of apparel draped nat 


right. The in brown and green. 





also permitted showing suitable 





at the lower 
with pale blue 
floor 


urally on the bench 





covered photograph is the figure of a 


stretched out as if 


background was 





seamless paper, and the with grass background, 






—This footwear display by Russell Kehrt, Jenny's, Cincinnati, was animated; the curtain was 
slowly raised and lowered at regular intervals, although at no time rising higher than shown in 


the illustration— 
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HERE AND THERE 


from Wash- 


the first display illustrates the ease with  ington’s forests furnished the foliage, sup- 
which appropriate settings can be created plemented by large natural ferns. All prop- 
with a very few and simple properties. The — erties were built in the store’s display shop, 


fireplace, 


were painted light tan 
This setting 
table-ware 
Almost invisible in the 
man in the 
asleep and 






with a newspaper spread over his face; the 
latter 
comment, 


touch created quite a bit of amused 
according to Fletcher. 
The use of a patented mirror arrangement 
been the subject of much 
among having the 
franchise, and one of the most proficient in 
handling the device is Marion Canfield, H 
Liebes & Co., San Francisco. In the display 
pictured, the elements involved consist ot 
one each of the following: a mannequi 
star-fish and a_ basket. Th 
great depth of the window and 
the multiple figures are caused by the mu 
rored reflections. The overhead _ lights 
which in most mirror windows are too prom 
inent because of the numerous reflections 
have been almost hidden by soft clouds ot 
billowy, pastel-tinted fabric. The effect 
perspective has been heightened by placing 
the properties prominently in the foregroun 
At the left is another of Russell Kehrt’s 
novel displays created for Jenny’s, Inc., Ci 
cinnati, utilizing to the fullest the visibilt 
obtained through the invisible 
Two mannequins 


for display has 


experimentation stores 


fish-net, a 
seemingly 


glass of the 
seat 

the foreground, while on a stage at the rea 
were three figures with skirts slightly lit 
to reveal garters ornamented with rhinestor 


window. were 


pins. The background of the stage was 
formed by a glittering silver cloth onto 
which sprays of light green feathers wel 


pinned. Footwear - ared on the floor ai 
the chairs, and of course was brought out 
effectively on oy ais figures standii 
the stage. The hands seen just below t! 
curtain edge wore gloves which were dy 
a tint to match the garters. Perhaps th 
outstanding feature of the displa 
however, was the curtain itself; it rose and 
fell slowly, at regular intervals, and proved 
strong stopping power on the pass 
curtain is here at the 
top of its rise. 


most 


to have 


ersby. The shown 
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INVEST Vy OF YOUR 


PROMOTIONAL DOLLAR 


~ DISPLAY 
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SOW THE SEEDS 







Ss 
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is proud 
Bonds and maintain 
postwar period. 


any special help vou need, as 


Nat Siegel Fixture Co 
Silvestri Art Mfg. Co. 
Standard Fixture Co., Inc 
Staples-Smith Co. 


the 
Be WHERE THE POTENTIAL 7 
ment 
mucl 
th HARVEST IS GREATEST 
nt in 
d, H 
splay 
st ol ISUAL merchandising pays the greatest dividends per dollar invested, so SOW the seeds where the potential 
equin harvest is GREATEST. Plan today to invest 44 of your promotional dollar in Display. ...N.A.D.1 
Phe to be a part of the merchandising picture, which is doing such a grand job of selling War 
y and ing morale on the home front. And proud too, of the plans for better display in the 
: eo Members of the Association listed below will be happy to work with you at any time to help make your use of 
‘enn display materials in your overall selling job more productive. Call upon us for 
pron our combined experience covers all fields of display. 
‘tions 
ids ot ; we 
ect of 
lacing Members of the National Association of Display Industries 
roun 
“ehrt’s Adler-Jones Company L. A. Darling Co B. A. Jacobs Co. 
Ci Advertisers Display & Dazian’s, Inc. A. Lutz 
ibilit Exhibits, Inc. Decorative Plant Co. Maharam Fabric Corp. 
x Aladdin Fabrics Display Equipment Corp. Mechanical Man, Inc. 
ot 


Messmore & Damon, Inc. 
Mileo Mannequins 


Allied Display Materials, Inc. 


; Display Products Co. 
ted i American Fixt. & Mfg. Co. 


Display Sign Center, Inc. 


er Arrow Dec. & Fixt. Co. Durable Displays, Inc. Old King Cole, Inc. 
litte Austen Displays Facil Fabrics Co. Reflector-Hardware Corp. 
estot C. Barrango Co. Gardner Displays Co. The Reyburn Mfg. Co., Inc. 
e wa Bliss Display Corp. Garrison-Wagner Co. Rip Studio 
— Eve Brueser Studios, Inc. Earl W. Gasthoff Co. Roval Paper Corp. 
Bulkley, Dunton & Co. General Display Corp. Schack’s, Inc. 
; iin The Carrata Co. Grant & Silvers, Inc. Scheuer Mfg. Co. 
toe L. J. Charrot Co., Ine: The Greneker Corp. Sherman Paper Products 
ht 0 Coy, Disbrow & Co. Victor Haida Displays, Inc. Corp. 
ing of Crystal Fixture Co. Al Halverson, Inc. Shoe Form Co., Inc 
mw t 
e dye PROGRESSIVE 
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MERCHANDISE 
PRESENTATION 


of DISPLAY INDUSTRIES 


Starkman Display Center 
W. L. Stensgaard & 
Associates 


Timbertone Decorative 


Timely Service 

Co., Inc. 
Jas. B. Williams, Inc 
Sue Williams Studios 


W. M. Zeppen-Field Studios 
Display World, 
Member 


Asse ciate 
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J.A.D. News... 











Notes from here and there: From the four 
corners of the country letters come from 
Red Cross chapters expressing their sincere 
appreciation for the cooperation and _ fine 
part the display groups played in the success 
of the 1945 Red War Fund drive. 

This is proof that when displaymen 
really want to consolidate their efforts and 
behind a worthy project 


Cross 


marshal support 
only success can result. 

Everett Quintrell, a board member of the 
International Display, has 
been appointed display chairman of the Day- 
ton Retail Merchants Board; he is display 
director for Elder & Johnston, Dayton... . 
Joe FE. Vent, display director for The Rike- 
Kumler Company, also in Dayton, has been 
appointed chairman of the display committee 
of Dayton for the War Finance Committee 
for Ohio. ... FE. A. Osterland, seven years 
president of the Cleveland Display Club, re- 
signed his post on April 22 so that he could 
be able to give more time to his duties as 
president of the Ohio Display Association 


Association of 


From Birmingham—Paul Wertz of Burger- 
Phillips and Joseph Apolinsky of Loveman, 
Joseph & Loeb, have completed their part 
in the National Retail Dry Goods Associa- 
tion retail advertising course; the entire 
course is to be presented to the convales- 
cents at Northington hospital at 
Tuscaloosa, Ala. 


General 


Here’s President Estes’ letter to the Retail 
War Campaign Committee: 

“Enclosed you will find a copy of letter 
addressed to Secretary Morgenthau, pertain 
ing to our thoughts on the success of the 
coming War Loan campaign. 

“Our association members have conscien- 
tiously and religiously worked and cam- 
paigned in cooperation on all past War Loan 
drives. 

“It has been called to my attention that 
a great deal of effort and expense has been 
necessary to execute dramatic window dis- 
plays that have appeared in store windows 
throughout the nation. After discussing this 
with numerous display executives in our 
organization, we feel that by permitting a 
minimum amount of lights to be used in 
windows, used exclusively for Seventh War 
Bond promotions, would conserve manpower 
hours, which would undoubtedly shorten the 
period of time necessary to obtain the goal, 
set by the War Finance Division for this 
campaign. 

“We are of the belief that displaymen and 
management would hesitate to spend money 
for War Bond window displays in the 
amounts they have in the past, when lights 
were permitted to dramatize such displays. 
We would appreciate your lending your sup- 
port to this practical idea.” 


Pfc. Frank M. Hoyell, stationed at Ama- 


rillo, Texas, writes he is still an instructor 
in the B-29 Engineering School teaching 
officers to become B-29 engineers. He longs 
to get back into display and the IAD. He 
. George 
informs 


has his eye on a job at Bond's. . . 
Westerman, recently reported ill, 
us that he has recovered and is back on the 
job. He plans to visit Cleveland to be a 
guest at the Cleveland Display Club lunch- 
eon. 

From California comes a report from Au- 
brey Maley, a director of the IAD: “The 
United Nations parley in San Francisco cre- 
ated a spark of enthusiasm from the dis- 
playmen in Los Angeles and Hollywood. It 
is rumored that those in charge are rerout- 
ing all official trains to the conference 
through Los Angeles, so that the dignitaries 
can see our fair city, too. The stores planned 
displays to officially United 
Nations representatives. 

“Roy Stewart, display director of Barker 
Brothers, spent most of March in New York 
on a buying trip. This was his first trip 
East returned to the store from 
the army. . Stuart Raymond, display di- 
rector of the Broadway, Los Angeles, left 
for the East the middle of April... . Henry 
Burke, salesman for Menard & Tabery, has 
just recently returned from his first trip 
through the Southern states, and says that 
it's no malarkey about the Southern display- 
men being Southern gentlemen. He was 
very appreciative of the way they received 


welcome the 


since he 


him down there. 

“Max Mayer, of Greneker Corporation, 
was in Los Angeles recently, and had sev- 
eral of the local display directors out to a 
luncheon the day he was here... . I just had 
lunch with Fred Art, who has spent three 
years as a yeoman in the navy. Art was 
formerly display director for Mullen & 
Bluett in Los Angeles, and later salesman 
for Zeppen-Field Studios. 

“Menard & Tabery, Inc., burned to the 
ground recently, with an estimated loss of 
$250,000. They had just completed a large 
order for flags tor the San Francisco con- 
ference, and were ready for shipment. For- 
tunately, the new building that they were 
building on the same _ property wasn't 
touched, and they were able to move into 
that with what they had left, and were ready 
to start business the next morning. Amaz- 
ing, these display people.” 


War Advertising Council 
Adds Display Group 

A luncheon meeting attended by 125 repre- 
sentatives of the display industry from New 
York and nearby cities was held on April 19 
at the Biltmore hotel. At this meeting it 
was announced that the Point of Purchase 
Advertising Institute had become affiliated 
with the War Advertising Council, Inc., as 





Publicity Director 





the representative of the display advert sing 
medium to the Council. 

Through this cooperative move, di-play 
advertising will take its place with the «ther 
important media of advertising in the ome 
front effort of the War Advertising Council. 
according to a spokesman for the Point of 
Purchase Advertising Institute. 

George Rose, president of the latter organ- 
ization, presided at the meeting, which was 
addressed by Paul West, vice-chairman of 
the War Advertising Council; J. S. Repplier, 
executive director of the Council; Jack Dun- 
laney, director of graphic arts, Office of 
War Information, and Fred Wertz, president 
of Window Advertising, Inc. 

George Kindred, vice-president oi the 
Point of Purchase Advertising Institute, 
closed the meeting with a request to the 
display industry that its members support 
this important phase of the home front effort 
in the war, as have the other advertising 
media. 

Paul West pointed out that the display 
industry has already made a large contribu- 
tion to the war effort but that this new 
affiliation would serve to properly 
and credit such contribution in the future. 


record 





Prizes To Be Awarded 
For Tennis Week Displays 

Observance of National Tennis week, May 
26-June 2, has been announced by The Sport- 
ing Goods Dealer, which is sponsoring the 
annual observance. War Bonds and Stamps 
are being offered as prizes in the window 
display contest which accompanies the event 

Window displays must be in place during 
National Tennis week; pictures of the dis- 
plays must reach The Sporting 
Dealer, 10th and Olive streets, St. Louis |, 
on or before June 18. All retailers of tennis 
goods are eligible. 

Suggested themes for windows are the 
part tennis is playing in combatting juvenile 
delinquency, in the rehabilitation of wound- 
ed and sick veterans, in industrial recrea- 
tion and the relaxing and health giving 
effect of friendly competition out in the sun 
and open air. 


(joods 





Displaywoman Designs 
Set For Musical 


Mrs. Isobel Worsley, display director for 


Seidenbach’s, Tulsa, was the designer ot th 
stage set used when the musical comed) 
“Lament for the Laymen” was presented by 


The Tulsa Troupers. 





Chords Return 


From Mexico 

John T. Chord, display director for Mont- 
gomery Ward & Co., Chicago, and Mrs 
Chord returned recently from their third v4 
cation to be spent in Mexico. 
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The Lights Are On 


At Schack’s New Display Rooms! 


WE ARE NOW FEATURING NEW PROMOTIONS ON 


Furs ¢ Back-to-School ¢ Autumn e Christmas 


WRITE FOR CATALOG 
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This Famous Trade Mark is Making Its 
Mark Everywhere Today... 


Just as it did yesterday 
... Just as it will do tomorrow 
SCHACK’S INC., 319-327 W. Van Buren St., Chicago 7, Ill. 
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Footwear 
Display, 


Buenos 
Style 


Ires 


—Cut-out figures, humorous themes, and mo- 


tion are characteristic of many displays in 


Buenos Aires. 


These displays are by Bert Levi, 


display director for the large shoe chain of 


Casa Tonsa— 


Tonsa is one of the largest shoe 


South 


Rosario, 


Casa 
America, with branches in 
Bahia 
From the firm's 


chains jn 
Tucuman, Cordoba, Blanca 
and numerous other cities. 
main display studio, under the direction of 
Bert 
which set the windows 
\rgentina and South 


The photographs at the 


Levi in Buenos Aires, come displays 


pace tor footwear 
throughout much of 
America as well 
right 
followed 
Practically all 


Tonsa’s 


symbolize the general display lines 


properties used are made 


in Casa own large shop, for dis- 


play supply houses are few and far between 


in the Argentine and commercial display 
studios where special effects can be created 
are practically non-existent. 

The followed in the 
type of display which seems to appeal most 
South 


elements 


style windows—the 


satisfactorily to the American shop- 


\lmost 


every display has a strong dash of humor in 


per—commbines_ several 
the general theme, and there is a noticeable 
preference tor “light” displays in which the 
merchandise is used sparingly but effectively 
Still noted 
the much 
than is customary in the average merchan 


another characteristic must be 


more trequent use of animation 
Otten such 


part of the 


dise windows of North America. 


animation affects only a small 


display and is used more for its attention 


getting value than because it is necessary 


for the theme of the 
For example, the display showing cut-out 


window 


figures of a man and woman on a hillside 
but the 
of a device which moves up and down the 


has motion motion consists entirely 


long-stemmed flower on top of the mound. 
skillfully 
painted in realistic colors is used extensively 
and quite 
peated several times in a single display for 
added effect 
illustrated here, with three sculp 


The cut-out figure, done and 


often a single character is re- 
Such is the case in the first 
window 
which rest on 
Cut-out letters 
which 
work ot 


tors hewing away at shoes 


top of ornamental columns. 
form a 


on the background message 


translates: “These models are a 


ari.” 
In the second illustration the card in the 


background translates: “The newly arrived 


The novel pel 


shoes, the exte! 


go for their first walk.” 
bulator supports two 
forms of which have 
appliqued eyelashes, noses and lips 


been decorated 


incidentally, shelled co 


purposes in 


Levi, 
decorative 
either sprayed the desired color and 


uses 
many insta! 
tered about as pebbles or sand is ct 
arily used, or to cover large surtaces 
background or in the latter cas 
corn is mixed with glue and sawdu 
applied to the surface, which is then p 
Needless to say, corn is plentiful and 


walls; 


in Argentina. 
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Shaded of Fall 


In one of the most beautiful showrooms in the East, we are now showing our com- 
plete Fall and Christmas Lines. 


Featured on this page are only a few of our eye-catching, stylized units to brighten 
your store. 


See us first for your special promotions. 








GIRL SQUIRREL SCARECROW PAPIER MACHE BOY 


No. 306—Happy Tittle squirrel in No. 310 — Sculptured, full-round No. 30i—Pug-nosed boy with frec- 
green checked dress. Scarecrow in attractive Fall col- kles, painted ‘in bright childish 
a AE cane ae $4.00 ors, on wood base. colors. 13 inches..........$4,00 

No. 305—Boy to match...... $4.00 36 inehes 2, io Seat: $15.00 No. 302 — Papier mache girl .to 

. co ei eon ee $20.00 match. 13 inghes.........$4.00 





GRAN-PA OWL COUNTRY SCHOOL HOUSE SCHOOL PAIR 
No. 307—Wise old bird in butter- No. 312—Constructed slate-colored No. 318—Severe School Marm with 
scotch plaid vest. school with red roof and pupil ruler and book. 
20 inch $ 450 peeking from window. 15 inches ...... aoe 7 GSO 
ee 5 15 inches” és Ried $3.50 No. 319—Francie, shy little school 
36 inches ...............$42.50 24 inches .. . $7.50 girl in red middy. 
oe ee ee $3.00 








ona Pryplays 


1026 FORBES STREET - - : PITTSBURGH 19, PA. 
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New Techniques... 
An Essential For 
POSTWAR DISPLAY 


By FINDLEY WILLIAMS, Art Director* 
Sears, Roebuck & Co., Chicago 


"Present and past display decoration must give way to dis- 


play advertising . . . hard-hitting, factual dramatization and 


selling which implants knowledge of what you have to sell." 


F THE alert display executive will look 
ahead and plan just as the manufacturer 
has been looking ahead in planning prod- 

ucts, he is bound to come to the important 
realization that a definite change is due in 
display advertising, thinking, designing and 
execution. 

It is a known fact that many of the na- 
tion’s leading manufacturers, particularly of 
hard line merchandise and mechanical appli- 
ances and commodities, are facing a tre- 
mendous fight for distribution through nor- 
mal retail channels; they will use as ammu- 
nition selling displays — both window and 
interior — based on factual, hard-hitting in- 
formation, and designed to dramatize fea- 
tures and developments of their specific 
merchandise that will convey to the customer 
what he wants to know. 

This new display may border on = an 
exhibition type of presentation. It must be 
completely informative and educational with 
the dramatization portraying facts in an 
interesting and understanding manner. This 
means a harnessing of ideas based on knowl- 
edge of a product and portrayed in a tech- 
nique that will stop and hold the customer 
long enough to implant definite information 
about the merchandise he is interested in 
and which you want to sell. 

The public is going to be eager for new 
postwar merchandise and will be critical in 
its selection. It will not suffice merely to 
show the merchandise in glorified settings 
which only attract attention. We must 
spend less time figuring out a new way to 
suspend a mannequin, twist a leaf, or con- 
fuse the merchandise with trick gadgets, and 
devote all our time to the planning of ideas 
that will portray and sell the values em- 
bodied in the merchandise itself. 

I believe it is safe to assume that many 


*Address before the Chicago Display Club. 


identical lines will be of comparable value 
in a price range, but still in each individual 
product there will be features of outstand- 
ing quality that must be brought to the 
attention of the consumer in a simple, at- 
tractive, understandable manner; on this we 
imust concentrate all of our attention. 
Magazine and newspaper advertising has 
in the past year and a half been whetting 
the consumer appetite to unheard-of propor- 
tions in intimating marvels of things to 
come in the postwar world. It is your job 
to keep that interest alive when the mer- 
chandise arrives in your store by developing 
displays with the same thoroughness an ad- 
vertising man or agency would plan an ad 
or campaign—because display is advertising ! 


Advertising in its most potent form... ad- 
vertising with the merchandise at the 
place where it can be purchased . . . a com- 


bination no other advertising media enjoys. 

Let us consider for the moment the effect 
the armed services will have on merchan- 
dise and merchandising techniques. Thirteen 
million men have been and are being trained 
to know and understand equipment—tanks, 
guns, planes, boats, and thousands of other 
items. These men are wearing the finest 
apparel and using the finest equipment man 
or science can produce. 

Visual training courses have taught these 
men and women a new method of appraising 
and understanding goods. It has been neces- 
sary, in order to train so many men in so 
short a time, to develop to the highest de- 
gree of performance a method of visual 
training that would implant a complete un- 
derstanding of the job and equipment in the 
shortest possible time. Literally, the armed 
forces have developed in their training pro- 
grams an advanced display technique which 
might give us a Cue. 

We know in World War I 3,000,000 men 
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fighting in one locality in the world 
an important influence on merchandise. * a- 
tistics show that stiff collars were repla ed 
by soft-collared shirts in an overwheln ng 
manner; wrist watches replaced po: <et 
watches; cigarettes became a national ha it: 
Parisian cosmetics were introduced i: a 
volume way into the United States, anc so 
on through a long list of items. Is it ‘ot 
reasonable then to expect that 13,000 00 
men, armed with a knowledge of what maxes 
things tick, will apply that knowledge ond 
training in purchasing their own Civi ian 
requirements? I say...yes! They're going 
to want to know what they’re buying 
and they'll rely on display to show the: 
Glamour, beauty, and _ trick 
ideas which only attract will not suffice. As 
a matter of fact, they should be relegated 
only to fashion promotions and even then 
we must be more factual. Yes, the present 
and past method of display decoration must 
give way to display advertising—hard-hit- 
ting, factual dramatization and selling which 
implants a knowledge of what you have to 
sell. It would be well to start now to in- 
vestigate, plan and develop new, individual 
display trends and ideas which can be applied 


decorative 


to new returning merchandise. Displays 
equal to the task of placing your merchan- 
dise first in the consumer mind... . first in 
consumer understanding first in com- 


petitive sales. 

Display actually has not progressed with 
merchandising and I am afraid we haven't 
given the thought to our postwar plans that 
we must. We can not use obsolete ideas or 
thinking with new merchandise. 





Haecker Names Members 
Of Display Committee 


The appointment of Carl V. Haecker, as- 
sistant director of sales promotion for W. T. 
Grant Company, New York City, as chair- 
man of the Display Advisory Committee of 
the Retail Section, War Finance Division otf 
the U. S. Treasury, has been made known. 
Haecker in turn has asked the following 
group to make up the committee : 

Co-chairmen, Dave Estes, president, Inter- 
national Association of Display, St. Louis; 
Guy Malloy, president, Southern Display 
Association, Dallas; Findley Williams, art 
director, Sears, Roebuck & Co., Chicago; 
Lewellyn Harries, manager, Sales Promo- 
tion Division, National Retail Dry Goods 
Association; Irene Bender, display director, 
Associated Merchandising Corporation, New 
York City. 

Frank G. Bingham, display director, Rob- 
ertson Brothers, South Bend; Earl R. Dash, 
Fairchild Publications, New York City; ] 
H. Brewer, superintendent, Bullock's, Los 
Angeles; Charles Alexander, War Advertis- 
ing Council, New York City; Arthur Pite. 
Limited Price Variety Stores Association, 
and R. C. Kash, editor, DISPLAY WORLD 


Charrot Boasts 
Of Grandson 

Larry Charrot, L. J. Charrot Compan) 
New York City, is happy over the arrival 
of a grandson who has been named Charles 
Mansfield, Jr. The baby’s father is now sta- 
tioned in the Philippines. 
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ago: You've done half the job, America, and well indeed! But you can bet your boots, you're not quitters, 
sir and will shuffle across the Pacific to finish the job. It's not an easy task, but the concentrated might of 
oak America will do it quickly and with a careful sparing of the blood of our young men. We can begin to 
New think now of the post-war period when we can again devote all of our attention to the development of our 
io peacetime activities—and when that time comes DISPLAY will move on and on to greater accomplishment. 
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re | Modern Brides... 
— Old Settings 


Harzteld’s, Kansas City, staged a novel and very thor- 
ough store-wide promotion in April, making a tie-in with 
the firm's advertisement in Bride’s magazine. Some ot 
the displays used by John R. Sims, art director, are shown 

Upper left, an interior display in the Gift Shop; the 
easel announces an authority from Bride’s magazine as 
guest counselor. ... Upper right, another interior display. 

Center, a bridal window whose full-color background 


portrays an entrance hall at the turn of the century. All 
backgrounds were done by Bernadine Ezell, the staff artist 

Lower left, all-white merchandise in a corner window: 
the background took the form of a late-Victorian dining 
room. Lower right, an 1890-1900 conservatory, complete 


with armchair and real palms, as background tor a bridal 
footwear display. 

The general theme of the promotion was carried out 
everywhere in the store, including a special panel before 
the elevators done in dull gray paper decorated with arti- 
ficial coral tulips and bearing reproductions of the Harz 
feld advertisement and the front cover of Bride's magazine 
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“QUALITY” is one of the most com- 


monly used descriptive words in pro- 




















moting sales, but there is nothing 
common about the quality of Rey- 
hurn’s display materials. Here it may 
be likened to a rare jewel, always 
brilliantly new, yet constantly retain- 
ing the distinctive characteristics of 
fine craftsmanship. 

So it is with Reyburn’s display ma- 
terials; a constant stream of refresh- 
ingly new displays, expertly designed 
for public appeal, and always made 
of the finest materials by experienced 


craftsmen. 


DISPLAY MATERIALS 


“BUY REYBURN’S—AND YOU BUY THE BEST” 


OUR 1945 FALL AND CHRISTMAS CATALOG 
1S NOW IN PREPARATION. A FREE COPY 
WILL BE RESERVED FOR YOU UPON REQUEST 


THE REYBURN MANUFACTURING CO., INC. 
NEW YORK PHILADELPHIA 
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Prizes Are Awarded In 


Display's Biggest Contest 


The final judging of the largest nation- 
wide display contest, sponsored by 11 na- 
tional advertisers in connection with the 
Sixth War Loan campaign, was completed 
at the Palmer House, Chicago, on April 28. 
Top prize in each of the 11 classifications 
was a War Bond for $1,000. A total of $115,- 
500 in Bonds was awarded during the con- 
test, which was broken down into. state, 
regional and national divisions. 

In the department store group, sponsored 
by Textron, Inc., New York City, first prize 
was won by Mandel Brothers, Chicago; the 
name of the person to receive the award was 
not disclosed. Second award, $500, went to 
Boyd R. Gasque, The Palace, Monroe, La.; 
third, $250, went to Bullock’s, Los Angeles; 
fourth, $150, went to James L. Powers, 
Powers Dry Goods Company, Minneapolis ; 
fifth, $100, Grace Cresap, Powers Mercantile 
Company, Lewiston, Mont. Sixth through 
tenth prizes were $50, and were awarded in 
the following order: Maurice Swander, 
Younker’s, Des Moines; B. E. Chester, Mon- 
nig Dry Goods Company, Fort Worth; Jesse 
QO. Buckwalter, England Brothers, Pittsfield, 


Mass.; John H. Dubuisson, Cain-Sloan Com- 
pany, Nashville; Hochschild-Kohn & Co., 
Baltimore. 

With prizes identical with those listed 


above, in the women’s apparel and specialty 
stores division—sponsored by Nemo Foun- 
New York City—these were the 
first, Sidney Ring, Saks-Fifth Ave- 


dations, 
winners : 


nue, New York City; second, Bill Vander 
Jagt, McCabes Style Shop, Rock Island, 
Ill.; third, Ben Finkelstein, Ansonia DeLuxe 


Shops, Inc., New York City; fourth, William 
Bellison, Jr., Sonnenfeld’s, Inc., St. Louis; 
fifth, J. Milton Robey, Volk Brothers Com- 
pany, Dallas; sixth, Charles Henry Noyes, 
Wm. Filene’s Sons Company, Portland, Me.; 
seventh, Willis Marche, 
Canton, Ohio; eighth, I. K. Diehm, Braun- 
stein’s, Wilmington; ninth, John Park, 
Scharff's, Moline, Ill.; tenth, Wray Gilliam, 
Field-Schlick, Inc., St. Paul. 

For the men’s apparel stores group, spon- 
sored by Cluett, Peabody & Co., New York 
City: first, Les Blei, Nebraska Clothing 
Company; second, James Powell, Vic Hanny 
Company, Phoenix ; third, Charles C. Noller, 
Bond Stores, Inc., St. Louis; fourth, Clement 
Kieffer, Jr.. The Kleinhans Company, Buf- 
falo; fifth, French Ferguson, Jr., Frank 
Brothers, San Antonio; sixth, R. L. Paxton, 
Shudde Brothers, Houston; seventh, A. R. 
Bradley, Stuckey’s, Inc., Rockford, IIL; 
eighth, Sheldon Allison, Broadstreet’s, New 
York City; ninth, Donald Springer, Levy's, 
Inc., Jacksonville, Fla.; tenth, Steve Allen, 
Henry Clothing Company, Wichita. 

The division for furniture and floor cover- 
Congoleum- 


Longenecker, Bon 


ing stores was sponsored. by 
Nairn, Inc., Kearney, N. J.; the results: 


first, Jack Krumholz, The Union, Troy; sec- 
A. P. Cobb, W. & J. Sloane, New York 


third, J. Walter Johnson, Powers Fur 


ond, 
City; 








Portland, Ore.; fourth, 
and J. P. Leaf, Porter's, 
Cannon, Cannon’s 


niture Company, 
Marie Crowley 

Racine; fifth, George C. 
Furniture Store, Owensboro, Ky.; sixth, Ray 
Ostrom and Karl Johnson, Rockford Stand- 
ard Furniture Company, Rockford, IIl.; sev- 
enth, Robert A. Hopkins, Peoples Outfitting 
Company, Indianapolis; eighth, W. P. Han- 
sen, ZCMI, Salt Lake City; ninth, John E. 
Smith, Biederman Furniture Company, St. 
Louis; tenth, Bart Gagnon, Grunbaum’s, 
Seattle. 

The Clopay Corporation, Cincinnati, spon- 
sored the awards in the division for limited 
price variety stores. Winners: first, Martha 
L. White, McCrory’s, Indianapolis; second, 
Jane Amour, F. W. Woolworth Company, 
Mahanoy City, Pa.; third, William Metzger, 
F. W. Woolworth Company, Rochester, 
N. Y.; fourth, Henri Montpetit, S. S. Kresge 
Company, Detroit; fifth, Donald F. Wilson 
and Amert Clifton, G. C. Murphy Company, 
Indianapolis; sixth, Richard A. Nowell, F. 
W. Woolworth Company, Klamath Falls, 
Ore.; seventh, E. S. Whitestone, McCrory’s, 
New York City; eighth, Paul Maraunick, 
G. C. Murphy Company, Stamford, Conn.; 
ninth, Wilma Pukall, McCrory’s, Allentown, 
Pa.; tenth, Taichert’s, Santa Fe, N. M. 

For drug Abbott 
Laboratories, North Chicago, Ill.; first, Bart 
Gagnon, James Street Drug Store, Seattle; 
second, Henry C. Sauerbrunn, Morris Cove 
Pharmacy, New Haven; third, Mrs. Martine 
Kane, Helena Rubinstein, New York City; 
fourth, Maurice V. Good, Thomas Drug 
Store, Greensburg, Pa.; fifth, A. C. Deau, 
Liggett’s, 194 North State street, Chicago; 
sixth, A. Roy F. Johnson, Professional ‘Phar- 
macy, Minneapolis; seventh, Mary Johnson, 
Haytin’s, Helena, Mont.; eighth, Everett 
Reed and Leighton Stevens, Stine’s, Niagara 
Falls; ninth, L. Kauffman and FEF. A. De- 
Wolf, The Owl Drug Company, Seventh and 
Hill streets, Los Angeles; tenth, Joseph B. 
Clower, Schmitt's, Woodstock, Va. 

In the jewelry store division, sponsored 
by Bulova Watch Company, New York City: 
first, H. R. Holmes, Square Deal Miller, 
Detroit; second, Myrtle A. Neuhoff, Heffern- 
Neuhoff Jewelry Company, St. Louis; third, 
Adele W. McAllister, S. Kind & Sons, Phila- 
delphia; fourth, Harry F. Lasher, Michaels, 
New Haven; fifth, Roy L. Heck, Spector’s, 
Inc., Bridgeport, Conn.; sixth, Strasburg’s, 
Hollywood; seventh, William C. Schulen- 
berg, George T. Brodnax, Inc., Memphis; 
eighth, Wilbur R. Brown, Brown's Jewelers, 
Stamford, Conn.; ninth, Leo A. Simon Com- 
pany, Vincennes, Ind.; tenth, Gray’s Credit 


stores, sponsored by 


Jewelers, Denison, Texas. 

For the hardware store group, sponsored 
by Henry Disston & Sons, Inc., Philadel- 
phia: first, Henry M. Ankcorn, Ankcorn 
Hardware Company, Palouse, Wash.; 
ond, Wayne L. Poland, Charles Brown & 


Sons, San Francisco; 


Sec - 


third, Orlando Janni, 
Acme Paint Store, Saginaw, Mich.:; fourth, 
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Willis S. Johnson and Steve Kouda in 


baugh-Thompson Company, Youn os 
fifth, Thos. Cardwell Company, Wil: 

sixth, Luther Harbin, Gadsden H vare 
Company, Gadsden, Ala.; seventh, 1 | 
Harper, J. Kwilecki’s Sons, Quin F] 


eighth, Cy Snyder, P. E. Snyder Sor 
Blanchester, Ohio; ninth, Joseph | Vhit 
ney, Van Dervoort Hardware | ani 


Lansing; tenth, George J. Loquvan 
Byrd Company, Spokane. 


For the grocery store division, sj red 


by General Foods Corporation, New Yort 
City : first, Maurice V. Good, Dave Store 
Greensburg, Pa.; second, John EF. Merz 
John G. Merz Company, Wolf Creek mt. ; 
third, Matt D. Rymer, Red & Wh Gro 
cery Store, Niagara Falls; fourth re | 


Newsom and Elgin A. Brockman, \Vei 
garten’s Food Market, Houston; fift!, Stan- 
ley Sadauskas, Jr., Stanley’s Store, Fite! 
burg, Mass.; sixth, Anthony Bukowy. Fre 


hold, N. J.; seventh, Hugh A. Murray, Kro- 


ger’s, Pittsburgh; eighth, Simeon Sciva | 
Tropp, Tropp’s Dairy & Grocery, Brooklyn 
ninth, Cramer’s Quality Market, lanti 
City; tenth, Lawrence Cummings, First Na- 
tional Stores, Inc., Brookline, Mass 
Winners in the gasoline stations and ga- 


rages division, sponsored by Shell Oil Com 
pany, Inc., New York City, were: first, Carl 
Anderson, Capital Motors, Inc., Helena, 
Mont.; second, Fred Hoffmann, Fred's Shell 
Service, Portsmouth, N. H.; third, dwar 
& P. Auto Service Station, Hou 
ston; fourth, W. L. Landers, Lander’s Shel 
Service, Rock Island, Ill.; fifth, Franklir 
H. Inman and George A. Meisner, Inman's 
Shell Service, Somerville, Mass.; sixth, R 
E. Anderson, Howard's Standard 
Duluth; seventh, Maurice V. Good, Cribb’s 
Service Station, Greensburg, Pa.; eighth 
Cities Service Oil Company, Bartlesville, 
Okla.; ninth, John D. Stuart, Stuart's Ser 
ice Station, Charleston, W. Va.; tenth, Clyde 
P, Bradley’s Associated Service, Portland 

The group for radio stores was sponsore' 

Electric Products, Inc., New 
Winners were: first, The Atwel 
30ston; second, Robert H. Culver 
Culver’s, Phoenix; third, Frank burgar 
Jenkins Music Company, Kansas Cit) 
fourth, Jack Specht, Radio Service Labora 
tory, Wooster, Ohio; fifth, J. P. Grahan 
Graham & Colton, Columbus; sixth, John 1 
Gorts, Fitchburg Gas & Electric Light Con 
pany, Fitchburg, Mass.; seventh, M. E At 
nold Company, Philadelphia; eighth, O. 4 
Martin Company, Chicago; ninth, Vincent. 
Lutz, Lutz Radio & Television Compan 
St. Louis; tenth, Michael Rusch Radio Stor 
Passaic, N. f. 

Judges for the national awards wer 
Meek, Chairman, Illinois Federation ot Ri 
Clarence 


Rose, C. 


ervice 


by Sylvania 


York City. 
Company, 


tail Associations, Chicago; 

Browning, secretary, Texas Chain Stores 

Association, Dallas; John W. Hopley, sa 
Hampshire Gas & [lect 


manager, New 
Company, Portsmouth, N. H.; R. b. shes 


man, J. Blach & Sons, Birmingham 
Weed, Powers Dry Goods Compan) Min 
apolis; Abbott Kimball, Abbott Kimba 
Company, Inc., New York City. 

The contest was conducted under the 
rection of the War Advertising ( cil 
West 42nd street. New York City, W! 
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ESSENTIALS OF GOOD 
UTILITY DISPLAY 

[Continued from page 28] 

shoppers. It would seem advisable to follow 

the practice of leading department stores in 

their use of back windows. After 

all, they are the outstanding merchandisers 


closed 


of the country. 

Display windows can be divided into two 
First, the automobile acces- 
appeal is 


classifications. 


type of store whose main 


They use their windows to catalogue 


SOrS 
price. 
their merchandise and their success depends 
on the sale of a large number of low-priced 
articles. The 
of the so-called specialty group. 
plays are designed to give the impression 
of dignity and reliability. Their main appeal 
Utility belong in this 
second group. 

So simplify utility displays. 


classification consists 


Their dis- 


second 


is service. windows 
Let each win- 
Feature 
articles. 


dow tell only one story at a time. 
one article or group of related 
Even when it has been decided to give an 
impression of a large stock by a mass dis- 
play of appliances, each window should con 
tain a group of closely related appliances. 
This kind of design attracts attention. Don’t 
forget that you can sell one person only one 
idea at a time 

Plan weeks in 
plenty of thought to display copy. 
your least once a 
Tie-in with newspaper, billboard and other 


displays advance. Give 
Change 
windows often—at week. 
advertising. 

Dramatize your displays. Sell the benefits 
and conveniences of your gas servants 
not the metal and paint that the appliances 
women don’t buy 
smoother 


are made of. Remember 


cosmetics; they buy the softer, 









—uUtility display windows are in direct com- 
petition with the displays of other retail stores, 


amusement places, and so on. . . . Entrances 


should be large and give an unobstructed 
view into the store— 
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skin that will result from their use. Men 
don’t buy insulation; they buy the comfort 
and fuel savings that are features of insu- 
lated homes. So don’t sell gas as a fuel 

sell the magic flame that will make 
the home easier to manage and more pleas- 
ant to live in. 

Window displays have two big 
tages over all other forms of advertising in 
They can use the appliances 
themselves for illustration. Their readers 
are right in front of the store and while 
their strong can step into the 
store and make their purchase. 

One of the most valuable that a 
utility window used is to aid the 
promotion of patriotic, civic and charitable 
organizations. Cooperation with these or- 
ganizations will signify to your public that 
worthy citizen of the 


advan- 


doing this job. 


desires are 


ways 
can be 


your company is a 
community. 

After customers have seen a window dis- 
play and _ their have been created 
their next impulse is to enter the store. 


desires 
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What is the best type of doorway to 


It should be large and give an unobst: d 
view into the store. The doors sh. iq 
swing easily in and out so that bundle- 7 
customers do not have to wait for hy 


other, or fumble with a door handle. 
Do away with steps. One of the gre. est 


discoveries in retailing was that a ep 
only a few inches high would turn iy 
trade. So replace any present step wi + 
inclined ramp. Make it easy for your «us- 
tomers to enter your sales floor—don’'t | urn 


them away. 
Aisles should be planned so that floor | raf- 
fic will flow freely past as many depart» «nts 
People will follow the wilest 
So place service and wrajyin 


as possible. 
aisle first. 


counters and cashier’s cages in the r of 
the sales floor or along the narrowest les 
This will route customers past display tibles 
and appliances that are off the main traffic 
lane. 

Plan each department so that it will stop 
traffic. Feature an appliance in each group 











so the customer has a place to start looking 
Add other appliances of the same or related 
types to the group so that the customer can 
make comparisons. Customers must com- 
pare in order to choose and buy. 

Do away with dead spots or “bottlenecks 
where customers turn around and leave. It 
costs your company money to get them int 
the store—see 1f you can’t have them spen 
their money before they leave. 

“Accessible Merchandise” is the most 4) 
namic new idea in retailing. It allows the 
customers to go right up to the merchandise 
and handle it. This gives them a_ feeling 
of ownership which is a long step towaré 
the completion of the sale. 

Descriptive signs containing full informa 
tion, including prices, are necessary tor this 
tvpe of merchandising. 

Get rid of the old-fashioned high counters 
and They guard against 
theft, but they guard against buying as well 

Buying is stimulated when the m« 
dise is accessible. Shoppers leave the sto! 
with more goods than they expected 
when they came in. 

Customers are more likely to buy goods 
in, and return to, a store that is correct! 
[Continued on page 80] 


enclosed cases. 
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dex their direct 


No. S-100 


No. $-102 No stand re- 
quired, sits firmly on any 
30” stool or table. 
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There's Still A War 
To Be Fought And Won 


Once satellites 
have been vanquished, this time more devas- 
tating] the 
United States and her allies have won a war. 
Every the Allied Nations 
glory in the knowledge that a ruthless, mur 


again Germany and_ her 


than ever before; once more 


citizen of can 


dering enemy has been beaten to the 
ground. 
Our joy in the great European victory is 


the harsh fact that there is 
a war to be fought against a foe just 
which ran 
The 
with Japan must be won just as com 
pletely the 
Kurope. That this will be the case is ac 
cepted without question; it is a matter of 


tempered by 
still 
as vicious 
the 


Wal 


and cruel as the one 


mass-murder camps of Germany. 
one in 


and unconditionally as 


time 

The length of time it takes to whip Japan 
will depend, to an extent not usually real 
ized, on the citizens of this country, in addi 
the military. If they relax 
day and gone, the 
will take many more days to 
complete; if not continue the 
effort that should be second nature to them 
by now, just that many more Allied soldiers 
and sailors will be killed or wounded. 

Hence it is the duty of displaymen every 
to take 
as citizens who must buy War Bonds, 
Victory gardens, spurn black markets, 
do way 


as members of a profes- 


tion to now 


that V-E has war 
that 


they 


come 
just 


do war 


where this matter very seriously to 
heart 
raise 
continue to their part in 


and any 


possible, and also 
sion whose job it is to inform the public. 

There should be no diminution in the 
amount of display space devoted to the wat 
effort; even though there may be more civil- 
the wat 


armed 


available 
first. 


merchandis¢ soon, 


lan 
still 


must come Just as our 


DISPLAY WORLD 


forces and those of our allies can now be 
concentrated on a single front, so can we 
concentrate displays on one objective: To 


beat Japan thoroughly and in the shortest 
possible length of time. 
Display can help specifically this way: 


The Seventh War Loan drive which started 
the middle of May will continue through 
the month of June; $14,000,000,000 must be 
raised, and it help te 
do so. There is still information to be dram- 


will take display’s 


atized and passed on to the public: conserva- 
food and materials, waste paper to 
be saved, the inflation, and the 
perils of black marketing. 

Display can help bring home to the people 
these facts about the Japanese war: Japan 
still holds 85 per cent of the territory she 
seized after Pearl Harbor. Japan still 
holds occupied China 100 per cent; before 
Pearl Harbor, Japan seized 291,000 square 
territory along the east coast of 
Japan still holds Manchukuo 100 
per cent; this Manchurian of 548,000 
square miles was seized prior to the occupa- 
Japan has stolen 2,339,000 
1931—this 


tion of 
evils of 


miles of 
China. «... 
area 


tion of China. .... 


square miles of territory since 






represents an area equal to 80 pe 
the total area of the United States. . 
still holds more than 90 per cent oi 
thing she has taken; some military ists 
say Japan must be driven out of al 
stolen territories before we can conq 
So much for display’s part in pul 


the absolute necessity to continue t var 
effort. As for the effect of V-E da lis 
play itself, there seems no reason 1 ink 


conditions will change rapidly. The 
the Pacific will move at an accelerat 


-which means transportation probk will] 
not lessen and may even grow. Thx 
still be shortages of many material On 
bright spot is that of labor; cut-backs i; 
some types of war production have ad 
come and there will be more to follow; i: 
addition, discharged veterans are returning 
in increasing numbers, and there wil! be a 
constantly growing flow of them w the 
partial demobilization of the various torce 
gets under way. 

In brief, V-E day meant a short day o 
joy that the half-way mark has been reached 
and passed—and the sober realization that 


there is still much to be done. 


by Tony Brinker 
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Pais FIRST EXPERIENCE 

IN DISPLAY WAS “ FIXING 
UP THE WINDOWS” FOR A BICYCLE 
SHOP AFTER SCHOOL HOURS, WHEN 
WE WAS 12. AFTER FINISHING 
SCHOOL , HE WENT TO WORK AS 
FIXTURE BOy FOR STEINFELDS, 
GRADUALLY PROGRESSED TO 
FIRST ASSISTANT AND “HYEN WAS 
MADE DISPLAY. DIRECTOR. 


THIS WAS INTERRUPTED BY 
‘GREETINGS “ FROM UNCLE SAM, 
BUT AFTER 8 MONTHS HE RECEIVED 
AN HONORABLE DISCHARGE (MEDICAL). 
RETURNED TO STEINFELD’'S PROMPTLy. 





GOLLY! | CANT 
——— St | REMEMBER WHEN 
VADDED THIS 






CHIEF HOBBY, 
COLLECTING ANTIQUE 
RIFLES... NOW HAS I7 


OLD SON, HIS WIFE 
(4 BND HIS HOME. 
FAVORITE SPORTS, 
BOWLING AND 
SWIMMING . 
NICKNAME , “MR. TUCSON” 


“a 


DISPLAY DIRECTOR, 
STEINFELD'S , TUCSON, ARIZONA 





OF THEM. +15 GREATEST 
ENJOYMENT IS HIS 2-YEAR 
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TEXTRO SEAMLESS is a new display discovery with an exciting Vellum Texture finish, in an extensive range of 
Styled-to-Fashion colors. TEXTRO SEAMLESS lends itself equally well as a color medium for window backgrounds, 
showcases and a variety of storewide uses. TEXTRO SEAMLESS, because of its Vellum Texture finish, will make 
unusual signs, scrolls and banners. Its rich textured surface is suitable to various types of reproduction: water 
color, pastel, screen process, etc. The unusual fibrous formation of TEXTRO SEAMLESS will add new interest to 
your backgrounds and its wide color range offers you ample selection for shades complementary to your Vogue 
Fashioned colors. 


PALE COLORS MEDIUM AND DARK COLORS 
T-60 Nougat T-62 Popcorn T-64 Buttercup T-66 Old Glory Red 
T-61 Dynasty Blue T-63 Cactus Green T-65 Conference Blue T-67 Spruce Green 
T-68 Licorice 
Write for Textro Color Chart 


ROLLS 85” Wide x 12 yds. Long—Price Per Roll—Pale Colors 
Medium and Dark Colors..... 


ROLLS 85” Wide x 50 yds. Long—Price Per Roll—Pale Colors 
Medium and Dark Colors..... 


ME" 


BULKLEY, DUNTON & CO. 


Display Papers Division 








/) 295 Madison Ave. — Chicago (16) 2635 S. Wabash Ave. — Los Angeles (13) 311 South Spring St. 





—This is one of the window displays with which Filene's announced its 
At the upper right, a 


educational exhibit, "This is the Air Age." 





rAT ILENE 
[Continued from page 13) 
war borders and greater opportunity for 
world brotherhood. 
appear at Filene’s 
for every taking the 
form of something unusual for each major 
department. In addition to these are the 
special merchandise events and the numer- 
ous institutional efforts to boost War Bond 
sales, such as the amazing Air Force Show 
P-47 plane appeared as if by 


Big display “punches” 


season, customarily 


when a_ big 
magic inside the store, and The Four Free 


doms Show that attracted thousands to the 


store 
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Interior display at Filene’s must be right. 
Procedure is thorough-going for each indi- 
vidual effort. Sketches of a proposed dis- 
play are drawn after complete discussions 
In direct contrast to win- 
dow showings, which usually have the ad- 
vantage of pre-established back and_ side- 
walls, interior displays are seen from all di- 


of the program. 


rections and so much more thought must be 
given to harmonizing the outline with de- 
partment color and _ setting. 

In deciding an interior background §ar- 
rangement, the display staff refers to a list 
of five colors which it has selected as those 
most popular in the current fashion picture 


for fabrics Every effort is exerted to pro- 


—Filene's calls the aisle formed by the store's cosmetic counters ''The Aisle of Beauty,’’ and a 

recent promotion built around the name attracted good crowds. 

spring flowers; 15 beauty consultants, representing the outstanding cosmetic houses of the 
country, were on hand during the promotion— 


The arches were covered with 








small section of the Air Age exhibit which ran for two weeks and attracted 
more than 12,000 people during that length of time— 





wd and ce, 
Seine dh 0 bees st thie the ae 






duce a realistic blending of the display with 
merchandise units. 

Every Filene interior display is conceived 
to create emotion, to make it easy for the 
customer to buy. Settings in the Sun Shop, 
the Surf Shop, Snow Village, the Bridal 
Shop, or any of the numerous other special 
spots are made authentic and accurate from 
the material used for properties right on 
through to the positions of the mannequins 
\tmosphere is the test of these traffic-stop 
ping presentations, and invariably they sel 
without a sign. 
spot has the whole floor view to compete 
with, it must make use of every technique 
that will give it attraction power and mak 
it interesting. And here enters consideration 
oft effective contrasts of light and shadow 
of contrasts in color, of visibility of th 


Since each selected display 


display, of lighting tuned to surroundings 


Lighting, in particular, is versatile at 
Filene’s. Frequently the 


displaymen have to furnish their own, a! 


store’s inte 


in all instances they have to compete witl 
the normal illumination of cours 
Spotlighting is used extensively, with fina 


spot locations selected only after elaborate 
determined 


store 


testing has the most effect 
slants. 

Filene’s does not duplicate displays orig 
inated by other stores; while the store a 
knowledges the worth of many such ideas, 1! 


feels that it has profited more by developing 


its own technique, by encouraging a wa) 


display thinking so that the entire effort 0! 
all store personnel develops into a whol 
some, original Filene spirit of enterprist 
This unity of thinking works out particu 
larly well during special holiday seasons 
for unusual events, with unusually close fr 
lationship between advertising and display 


As an illustration for this point, during th 
Christmas candy 
throughout the interior and in the adve 
tisements. At this same period, somcwW! 
in every department was an_ un 
[Continued on page 72] 
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DISPLAY WORLD 


BAROQUE WOOD 
DISPLAVERS 


finished in white 


MOTHER-OF-PEARL 


Exquisite display units finished 
in white Mother-of-pearl. _Bril- 
liant in appearance. Practical 
for display. Substantially con- 


structed. 





: Baroque displayer with two glass shelves. 
Shelves 8"' x 10" and 6" x 9". 
15" high displayer $6.75 
20" high displayer $7.25 


: Unusual and practical display center unit. 
For accessories. 34"" high, 36" wide. 
Shelves 8" deep $29.50 


: Composition grape and foliage spray, 
20" wide, 32" high overall. Mother-of- 
pearl finished leaves and grapes. Includ- 
ing holder. Complete $9.75 


: Wall shelf unit displayer, 36" high, 24" 
wide. Shelves 71/2"' deep. For acces- 
sories $18.50 


: Unusual, attractive display unit for win- 
dow or interior merchandise displayer, 
4'-6" high. A good sales promoter. For 
accessories of all kinds. 

With mirror back, as shown $35.00 
Back open without mirror $29.00 


—_ r4 , 
: ( All Shipments F.O.B., 
/ ae e Jemilssch DECORATIVE COMPANY St. Louis, Mo. 


O, ( 
1627 WASHINGTON AVENUE, SAINT LOUIS 3 
















FOR FINER DISPLAYS, USE 


PLASTEX 


PAPER BACKED 


VENEERS 


BRICK: Herringbone, 


Common Bond. 


STONE: Jaspe, Ashlar or Random, 
solid or multi-colored. 

SLATE: Two-toned or mono-colored. 
Sanded sunken or grass joints. 
WOOD: Stained in natural or limed 

finishes. 
OROTEX: A gold lace pattern set 
on any one of 20 selected back- 


grounds. Ultimate in design — 
Ideal for backgrounds. 


Rolls 36 in. wide, 24 ft. long 
Sheets 36 in. wide, 8 ft. long 


Flemish or 














PLASTEX DECORATIVE 
PRODUCTS 
269 Canal St. New York City 13 


























SIGNS 


Print one of a kind or dupli- 


cate many. 






Combine Script 


choi e type. 


ana your 






Select any layout and con 
trol the spacing. 


Use the Line-O-Scribe and 


produce the finest. 








New type, supplies and a 
limited number of machines 
are available. 


Line-O-Scribe 


MACHINES 









‘been printing 
signs for 15 years 







MADE BY 


THE MORGAN CO. 


3966 AVONDALE AVE., CHICAGO 41 
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May, the history-making month of 1945, 
is more than half gone as you read this... 
taking with it all the Nazis’ pipe-dreams of 
a superior race . Hitler, the paper-hang- 
ing maniac, finally gives himself the brush- 
off with his tragic landscape 
pasted upon German. history 

remember whole display of 
. by remembering 


crumpled, 
the walls of 
well this 
blood and human lives . . 
we may prevent the next war. 


the display field 
and from all hear and receive 
encouraging words concerning this and that 
program from display clubs throughout the 
country. Going back 15 years to a display 
club meeting in Chicago I can remember 
Leonard Dwiggins getting up on his feet 
to urge education in display. His 
words, however, weren't heeded much at 
that time, but now that advice of Dwiggins 
is a fact in Chicago, St. Louis, Detroit, 
Milwaukee, Birmingham, and 


many other cities. 


sweeping 
corners I 


Education is 


more 


Cleveland, 


WORDISPLAYS: “Dana O’Clare is in 
France with the Office of War Info.,” 
Henry Callahan, display director, Lord & 
Taylor's. He further adds that his assist- 
ant, Jeff Asuter, is also in France... . Lord 
& Taylor has four veterans from this war 
on the display staff and all doing well... . 
Callahan’s | staff 
hall at Halloran General hospital for Faster. 
Best liked was an exhibition of service 
“patches” of all units of the army and ma- 
rines. Lord & Taylor’s “Hands Across 
Germany” windows went in 10 minutes after 
the news came off the ticker that the Allied 
forces had met. Frank Duncan has 
returned to street floor displays for Lord & 
Taylor after having served in the navy... . 
Henry answers the $64 question with: “Fifth 
avenue shoppers. still like realism best!” 
His question now is: “Does anyone know a 
source for etched ruby sug- 
gests to the editor: “Why not have a ‘Where 
Do You Get’ column?” ... W. Frank Col- 
lins, display The May Company, 
Cleveland, was married to Ella I. Coleman 
on April 19. His comment to me by mail 
was, “Brother, this is news!” Congratula- 
tions, Frank, and much happiness to you, 
Mrs. Frank, from all of your many friends 
in the display field. ... From another Frank, 
Whitelam of R. H. Fyfe & Co., of Detroit, 
we hear of the fine weekly lectures on dis- 
play in 12 Detroit stores from 7 to 9 p. m. 
for Wayne university students. A general 
get-together May 8 will wind up the series. 

. Walter Grover, basement display direc- 
Hudson Company, Detroit, has 


Says 


decorated the Red Cross 


panes?” He 


director, 


| tor for is Ls. 


Think this over 


NE BY FRANK G. BINGHAM Sell 


184 eve-level, well-lighted wall en- 


only 
they are now treated 
with outdoor scenes. | repeat that nu ber. 
184 interior displays. William G. Toll, dis- 
play manager, Sam’s, Inc., is the active pres- 
ident of the Detroit club. The club's year 
book is out and copies will be mailed on 
interested. Nice going, 


ings to handle; 


request to 
Detroit ! 
Karl Wise, display director at The Union 
Company, Columbus, Ohio, resigned. M. L 
Sultan, his assistant, has been appointed top 
man. Floyd D. Boyer now heads up 
display at Root Brothers, Terre Haute 
E. C. (Buck) Davis is back with The Herz 
Store, same city. Meis Bros. have en- 
A. McCoy as their new display 
that brings Haute up 
to date. Dave Estes, president of th 
International Association of Display, and 
display director for Bond Clothes, St. Louis 
has given away two of his charming daugh- 
ters in marriage this year. Jeanne married 
Ist Lieut. William Marsden, Salt Lake City 
Mary Lee married Sgt. 
tioned at Aberdeen Proving Grounds, Mary- 
land. After the war the daughters, no doubt 
will bring their husbands to Bond's for 
clothes and charge it to Dave... . The St 
Louis Display Guild will hold two display) 
classes this fall—classes at Washington uni- 
versity and another group in 
with the Association of Retailers, downtown 
Set. Robert Gutfleisch, 15th Air Force 
sond’s display depart 


anyone 


gaged E. 


manager—so Terre 


Leslie Lees, sta 


cooperatior 


Italy, formerly with 
ment, has been awarded the Air Medal and 
Presidential Citation. Don Springer 
Levy's, Jacksonville, Fla., reports 
believe I heard him shout) a baby boy weigh- 
ing in at 7 pounds 4 ounces on Easter morn 
regional 


(and | 


also won the state and 
Congratulations 


ing. Don 
Sixth War Loan 
Don; that new boy will cash in those Bonds 
bicycle—or a! 


prizes. 
in 1955 and buy himselt a 
airplane. 

Our old friend, Ray 


Williams, Cohet 


Brothers, Jacksonville, is planning | his 
Christmas displays and putting the finishing 
touches on his entire 38 windows tor th 


Elmer Rask 
in Italy an 


Seventh War Loan drive. 

Williams’ first assistant is now 
doing murals on the walls of a rest cente! 
Mrs. H. Queedham, present. first 
at Cohen's, recently received word that her 
action. — Rolan 


assistan! 


husband was missing in 
Turrentine, after two vears of flying ove! 
Germany from English bases, is back 
the job in Cohen’s display department Ra) 
at present is spending all his spare time wil 
his grandson, Ray Williams IIT, wio 
visiting his grandpartents. Charles 


Lenhart, Hochschild Kohn & Co., Baltimot! 
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No. 5116 RUSCUS TREE 
DISPLAYER 
6’ high x 314" spread. Blue rus- 
cus tree, white painted baskets. 


$16.95 Ea. 


No. Z22—-SEA FANS 
App. 15”, natural preserved, 
sprayed in gorgeous Miami sun- 
set color combination (fluores- 


cent). 
$3.50 Ea. 


No. Z37—STAR FISH 
App. 10’-12", natural preserved, 
sprayed in gorgeous Miami sun- 
set color combination. 


$4.35 Ea. 


; No. 5105—PALM 
3’ high, Two Palm heads, brown 
stem, removable hat displayer. 


$5.80 Ea. 


; No. 5059—HAT DISPLAYER 

3’ spread x 26” high natural 
Straw basket base, Palmettoes 
leay Three removable milli- 
nery dowels. 


$9.20 Ea. 


DISPLAY WORLD 


Unusual Novelties 
for Your 


2) 


BACKGROUND—10” wide, translucent, pleated cellophane, flameproofed—PRICE 
$1.15 per yd. ... 24° WHITE LIFE BUOY—papier mache, 6” wide x 2’ deep— 
PRICE $4.90 Ea. . . . 30° WHITE ANCHOR—papier mache, 24 wide—PRICE 
$4.90 Ea. . . . LARGE FISH—14” long x 21” wide x 4 deep, white papier 
mache with black markings, fuschia mouth—PRICE $4.90 Ea. . . . SMALL FISH— 
10” long x 11" wide x 3’ deep, white papier mache, black markings, fuschia 
mouth—PRICE $2.40 Ea. ... 4"" WHITE COTTON ROPE—PRICE $12.50 per 
gross yards, $5.00 per 48 yd. hank. .. . 4° WOOD FLOATS—PRICE $1.15 
doz., $11.50 per 100. 


Write for Catalog Showing 
“EVERYTHING FOR DISPLAY” Including: 


@ DISPLAY FABRICS @ WOODEN OARS @ NO-SEAM, DILON & 
@ LEATHERETTES @ FISH NETTING METAPHANE PAPERS 
@ ARTIFICIAL FLOWERS @ FLOATS @ PLUSHEEN 
@ PANELS — PANELETTES @ VELURTEX @® BRAIDS, RIBBONS 
@ GRASS MATS @ FACIL-FAB @ TACKERS, STAPLES 
@ DISPLAYERS @ TIMBERTONE e@ KWILT-BLOCKS 
@ LIFE PRESERVERS @ MARBALIA @ LUCITE DISPLAYERS 
@ RAYON & COTTON ROPING 


“The House of Service” 


= am | 
FABRIC CORPORATION. 
@ NEW YORK — 130 WEST 46 ST. 
@eCHICAGO — 6 EAST LAKE ST. 
@LOS ANGELES — 819 SANTEE ST. 


No. 5121—14"° FLOUNDER 
$33.00 Doz. 


No. 5123—21" SEA HORSE 
$30.00 Doz 


No. 5122—20” WEAKFISH 
$33.00 Doz. 


All above Crinkled Metallic 
available in various shaded 
colors. 


No. 5107—-LADDER DISPLAYER 
31 high x 2’ wide, white-green 
shading. 


No. 5113—ANCHOR DISPLAYER 
40” high x 26° wide. White 
painted—red, white, blue cord 
trimming. 


$9.25 Ea. 
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Dramatic Raincoat Display at Macy's 


Features Billowy Clouds of “Sylkglass’’ 


Sylkglass Fiber Floss is a new improved, softer and 
finer quality spun glass or angel’s hair .. . it is 
easier to work with and covers more area than the 
coarse spun glass of past years. 


Sylkglass Fiber Floss is a highly radiant fiber that 
catches and reflects light and adds greatly to the 


attractiveness of all displays. Moreover, it is 
absolutely FIREPROOF. 
Sylkglass Fiber Floss is being widely used to 


2 1b. $5 5 Ibs. $10 
RADIANT GLASS FIBERS CO., 


create “suds” effects in displays of tubbable frocks 
and soaps. It is stunning for June Bridal windows; 
for “cloud” and “smoke” effects. 


Sylkglass is used as “snow” in displays of Fur 
Coats—it is so much more attractive and not as 
messy or as hard to clean up as other materials 
generally used for “snow.” 


Shipped in long silky strands—white only. 
are NET, F.O.B. New York City. 


10 Ibs. $15 


208 EAST 27TH ST. 
NEW YORK 16, N. Y. 


Terms 
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Display G 
uninterrup od 


Baltimore 


ot 


that the 
has enjoyed nine 

support by the display executives of B: 
but vet has female meml 
Hasn't Baltimore heard that this is a w 
an’s world? Invite the displadies and « 
ble your attendance because if they cat 

a swell job for the windows and inter) rs 
ot the Baltimore stores, so can they ad 
the already excellent record of the Baltin 
Display Guild... . Lloyd G. Powell, Joy 
Mo., formerly with Mabley & Carew, | 


reports 
years 
no 


more, as 


cinnati, has opened a repair service for sick 
and badly knocked around mannequins at 
Joplin. With the slow deliveric- | 


thought all the display departments were 
buying new ones and giving the old ones th 
deep six. After the war it will be tun 
to remember what you bought as it arrives as 
you ordered it. 





Heiser, W. Lewis & Co., Cham- 
has lost four displaymen to th 


Curly 
paign, IIIL., 


armed forces: Ist Lieut. Jack Weble, now 
in Italy; Bill Stinson, yeoman 1/c, on the 
high seas; Cpl. Charles Martin, Camp 


Lieut. Jim Hostler, with th 
aviation in Germany. Heiser lost one dis 
plady two months ago, hired another, but 
she is leaving Saturday; the new displady 
will be Dora Dahrow, of Pittsburgh. Curly 
says: “Displadies are fine in display, but 
temperamental.” Any other opinions on this 
pro and con? Lieut. Rex Dix, formerly em- 
ployee of W. Lewis & Co., arrived 
from Germany after 60 missions. 

ley Sandine has joined The Fair Store, Kan- 


kakee, III. 


Crowder, Mo.; 


home 
Stan- 


Sandine was display manager for 


Wieboldts’ under Howard C. Oehler for 
several vears and prior to that was with 
The Boston Store, Milwaukee, and Mandel 


Brothers, Chicago. ... L. L. Wilkins, Pizitz, 
Birmingham, has a divided display depart- 
ment at the present—Dorothy Braid, Jane 
King, and Lois Blow in one group, and over 
here we have Marvin Hathaway, Howard 
Kelley, and David Skidmore. . . . Joe Apol- 
insky, display director of Loveman, Joseph 
& Loeb, same city, reports on the Birming- 
ham Display Luncheon Club which 
once a month at one of the hotels. Dues 
$25 a year, which pays for IAD membership 


meets 
are 
and 12 luncheons. This is paid by the stores 
Recently painted the slogan on downtown 
sidewalks : per second will keep the 
Red Cross at his side.” They used a stencil 
spraying outgfit attached to a com- 
pressor on a tire station truck. Paul 
Wertz, Burger Phillips, and Joe Apolinsk) 
taught display classes in a recent sales pro 
Birmingham 


Sf 


and a 


motion course given to 200 in 
Later this was taken to Northington General 
hospital, Tuscaloosa, for the boys who are 
L. Wilkins den 
draping 
\pol 


being rehabilitated. ... L. 
onstrated his touch for live model 
and Jeannette Deigel, Bond's, assisted 
in his demonstration at the hospital 
“The Mighty 7th” will be the slogat 
the 


stores 


insky 


all Birmingham will see on downtow! 
and 12 furniture 
this club the \Wa 
The members not pr 
viously mentioned are: Mildred Wi: 
Vaugh & Weil: P. G. Thomas, Porters 
George Fant, Parisian’s; Paul Branch 
New Ideal; Dudley Rich, lance 
W. L. Lassetter, Lassetter & Co... H.W 


sidewalks, will be 
decorated by active for 


Loan drive. other 


free 


[Continued on page 00) 
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send for their photographs 
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The “Dorables” are Adorable in all type clothes 


IN NEW YORK IN CHICAGO 


NAT SIEGEL Durable Displays, Inc. 


39 West 37th St. 2010 S. Halsted St. 





“The Newest Thing in Mannequins” 














6 
SIDE VIEW 





and Children’s 


Women’s, 
Forms made by hand by experienced Mannequin 


“Papier Mache” Men’s, 
Finished in Papier Mache or Man- 


Manufacturers. 
Price list and description sent 


nequin composition. 
on request. 


NATIONAL ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illinois 








Ready 
for Display Market Week 


featuring... 
new STRIPES 
new DESIGNS 
new MARBLES 


Write for your copy NOW! 





Display Paper Dept. 


CHICAGO PAPER CO. 
801 So. Wells Street 
Chicago 7, Illinois 


Phone WABash 9740 
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Time To Think Of Fall 






MAY, 


1945 





And Christmas Buying 


The annual Display Market Weeks which 


had been scheduled for specific dates in 


June this year, under the sponsorship of the 


National Association of Display Industries, 
were cancelled several months ago. The de- 
cision to drop plans for the meetings in 
Chicago and New York City came as a nat- 
ural result to the the Office of 
Defense Transportation barring all meetings 
would be attended 
persons from out of town. 

In an effort to comply with the letter and 
spirit of the ODT regulation, and at the 
same time everything possible to aid 
their clients in making early fall and Christ- 
mas selections, display houses in both New 
York City and Chicago have arranged their 
programs so that such items will 
be ready for inspection during the month 
of June. In the New York City, 
practically all display firms will have their 
lines ready by June 1, while in Chicago the 
date toward which display factors are work- 


order of 


which by 50 or more 


do 


seasonal 


case Ol 


ing is June 18. 


In addition, numerous firms trom other 


the country are planning to have 
their lines June; many ot 
them have arranged to show their products 


parts ot 


ready during 


during the month at hotels in Chicago or 
New York City, or both. 
It is generally accepted throughout the 


field that the Display Market Week cancella- 
tion will not mean much, if any, decrease in 
the number of displaymen visiting these two 
Such trips are becom- 
ing all the time, 
accepted as part of normal display depart- 
However, it is believed that 


markets during June. 


more necessary and are 


ment operation. 
the present arrangement will result in scat- 


tering the trips of visitors to the market 
over a much longer period of time than 
would be the case otherwise. Thus there 


will probably be no concentration of display 
buyers in either city at one time during the 
month of June, avoiding the usual confusion 
and lack of time for best market buying. 
Displaymen have learned during the past 
few years that early planning and purchas- 
items is an absolute essen- 
and 
unpredictable. The 
the part oft 
the display industry is of course designed to 
facilitate such early shopping, and it works 
out the all The 
displayman 1s able to select his requirements 


ing of seasonal 
tial 


transportation 


now when raw materials, labor 
are so 
movement 


above-mentioned on 


for benefit. of concerned. 
from a wide range, knows where he stands 
from the planning angle, and is assured of 
getting his orders delivered to the store on 
The manufacturer is able to schedule 
his production better, arrange for the 
essary labor, and can allow for the inevita- 
ble interruptions and delays in shipping. 
\s this is written, the end of the war in 
Kurope appears to be only a matter of days 


time 
nec- 


or even hours. But complete victory on the 
Western front is no assurance that labor, 
raw materials and the shipping situation 


and certainly not in 
material difference in 


will improve suddenly 


make much 


time to 








this vear’s display planning for the big -ca 
It will still be jus: as 
necessary to get orders in early as it \as 


sons soon to come. 
a year or two years ago. 

Displaymen have shown, in splendid 
ion, their eagerness to cooperate in the post: 
there is every reason to believe that the, 
will again this year. Incident: lly. 
this mutual understanding and appreciation 
of each other’s problems on the part oi 
both the displayman and the display jro- 
ducer is a very wholesome sign. The clos. 
wartime cooperation which has been a very 
noticeable trend in the field is certain to 
be carried into the 
everyone has found it indispensable. 

In keeping with the general idea of plan 
ning and buying seasonal display items ea: 
this issue of DISPLAY WORLD is k: 


do so 


over days of peace: 


as the “Special Market Edition.” — Its 
list of advertisers is practically a_ trad 
directory of the entire industry. For thos 


who plan to visit the display markets, its 
pages will serve as a guide to what can be 
expected from the various factors there. For 
those who will do their ordering 
distance, the advertisements provide a mul- 


from a 
titude of themes, ideas, special units—and 
practically anything needed in the way ot 
display materials and equipment. 


Former Display Salesman 


Dies Of Wounds 

George W. Parrish, 27, formerly on the 
sales staff of the Earl W. Gasthoff Company 
Danville, Ill., died in France on March 2 
of wounds sustained by enemy action. H 
with the Military Police Es- 
cort Guard Company, but had 
division a short time betort 


was formerly 
transterred 
to an infantry 
being wounded. 

Parrish was 
State of Michigan, 
Gasthoff for a number of 
are the widow, mother, and a 
is in the navy. 


well known throughout th 


where he_ represented 


vears. Surviving 


brother wl 


Book Tells How To Develop 
Profitable Ideas 

An interesting book by Otto F. Reiss went 
on the stands May 14 under the title, “How 
to Develop Profitable Ideas.” Its principal 
value to the displayman is probably throug! 


its demonstration of how such ideas orig! 
nate and are carried through to a successtul 
completion; the how and 
where to look tor ideas will appeal, as well 


A wide range of subjects is covered, and the 


explanation of 


book is well illustrated. It is published by 
Prentice-Hall, Inc., 70 Fifth avenue, New 
York City, at $3. 
Russek's, Detroit, 
Appoints Collins 

Succeeding Paul Kushell, now a_ tree 
lance, Charles Collins has joined Russcks 
Detroit, as display manager. He had_ ee! 


with Himelhoch’s and the D. J. Healy Shops 
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Ne atural Creations 


- are natures creations 










Our Fall and Christmas displays 


are Now open for your inspection. 


The showrooms are filled with 


enchanting new Christmas designs. 


NATURAL CREATIONS 


Display Materials and Showrooms 


241 East 36th St.. New York City 16 


WE INVITE AN OPPORTUNITY TO HELP WITH YOUR PROBLEMS 








vot it cuROPE 


ying 


It's taken time . . . it's taken materials . . . it's 
taken courage to teach that tyrant and any 
would-be tyrants that it's risky business tamper- 
ing with our peaceable way of life. The lesson 
has been taught to the NAZIS, but with our 
shirt sleeves rolled up we must now turn to the 
Pacific. We can and will, with the same zeal, 
determination and effort, destroy the peril that 
lurks in the far Pacific . . . the treacherous Japs. 
Let us humbly pray for the courage to carry 
us through to an early and complete victory. 


NAT SIEGEL 


39 W. 37TH ST. NEW YORK CITY 18 


MANNEQUINS — FIXTURES — FORMS — SPECIALTIES — RACKS 
PLASTIC, WOOD AND COMPOSITION NOVELTIES 
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$13.50 


RICHARD ROWLAND 


MACDOUGAL STREET 


NEW YORK 12, NEW YORK 




















Ton 












=AUSTEN 


TheSynbel. taf Originality in Display 





NOON 


OUR NOVELTIES FOR 


FALL and CHRISTMAS 


ready in our showroom 


JUNE 1945 





AUSTEN DISPLAY -31W.312 ST..NEW YORK CITY 


Kod 


WLS ,CY'S 













Southern Display Directors 
Hold Meeting In Houston 


A three-day meeting of the board of di 
tors of the Southern Display Association \ 
held in Houston some two weeks ago. PI 
were augmented during the session for 
exhibit and clinic which was to have b 
held this spring but will now take pl 
when the Office of Defense Transportat 
ban on such affairs is lifted. 

A new member ot the board is Irene H_ 
ike, Goldwater's, Phoenix; she takes 
place formerly filled by W. W. Yeager, 
M. Kahn Company, Dallas. 

In attendance at the meeting were 
following: Guy Malloy, Neiman-Marcus 
Company, Dallas; Pat Patterson, Weiss & 
Goldring, Alexandria, La.; T. A. Solomon, 
A. Harris & Co., Dallas; K. V. P. Burnham, 
Rich’s, Atlanta; Lolita Staines, Vandeve: 
Dry Goods Company, Tulsa; Frank Ver- 


-milye, Maison Blanche, New Orleans; Ever- 


ett Booth, Lowenstein’s, Memphis; Charles 
Jarrell, Brown's, Tuscaloosa; Ed_ Rose, 
Foley Brothers, Houston; John Sorenson, 
Battlestein’s, Houston; R. E. Moriarity, 
Sanger Brothers, Dallas; John Stiff, Sears, 
Roebuck & Co., Dallas, and Elmore Rice, 
Frost Brothers, San Antonio. 

After the meeting, Malloy, Solomon and 
Burnham returned to New Orleans. with 
Frank Vermilye to help start a display club 
in that city. 


| Contest Announced 


By Dan River Mills 

In connection with the promotion of “Sky- 
top” fabric, Dan River Mills, 40 Worth 
street, New York City 13, has announced 
a national window display contest. Prizes 
are in War Bonds; first, $75 each to display- 
man and buyer, second, $50 each, and third, 
$25 each. 

Displays must feature “Skytop Comfort” 
shirts and must include the name “Skytop” 
coupled with “A Dan River Fabric.” En- 
tries should be sent to the attention of L. H 
Browder, at the address given above, and 
must be mailed not later than June 30. Up 
to $5 each will be paid by Dan River fot 
pictures submitted. 

Contest judges are Lester Walls, Dan 
River Mills; Mark Sloman, editor, Men's 
Reporter, and R. C. Kash, editor, DISPLAY 
WORLD. 


Cavendish Displaymen 
Plan Meeting 

W. Arthur Gray, display director of Lans 
burgh & Brother, Washington, has been ap- 
pointed acting chairman of the display group 
of Cavendish Trading Corporation and _ will 
preside when the annual meeting of Caven- 
dish display directors is held in New York 
City on June, 6. 


Quaid Joins Gardner 
As Ad Manager 


Ahe appointment of Robert E. Quaid as 
adVertising manager has been announced }) 
Gardner Displays, Pittsburgh. Quaid was 
formerly with the advertising departm¢ 
the Duquesne Light Company, of thx 


city. 
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NMAS in papier mache 
...at LYNN DISPLAY 


17 WEST 45TH ST. NEW YORK CITY 19 
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Will be ready in June 


for your inspection. 


NOW AVAILABLE! 





Our new catalog of Mannequins 


and fixtures is yours for the 


asking. 
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Macy's, Hudson's Contend 
For “Largest Flag" 

“The largest American flag in the co 
try’ is the way R. H. Macy & Co, N 
York City, described the flag draped o 
the front of the store to celebrate V-E \ 

A prompt reply came from the J. L. Hud 
Company, Detroit, where a giant flag 5 
similarly used. The figures show that H 
son’s wins in a walk: Macy’s flag, 160 1 t 
by 80 feet; Hudson’s flag, 230 feet by 0 
feet. Hudson’s flag has stars 5 feet h 
and stripes 7 feet in width; it weighs ‘i 
pounds. Frank Bingham, in his “Think 
This Over” column in DISPLAY WOR!) 
several years ago described the difficulties 
of putting the flag on display. It was first 
flown on Armistice day, 1923. 

Other well-known stores to fly mammoth 
American flags for V-E day were B. Altman 
& Co. and Lord & Taylor, in New York 
City, and Carson Pirie Scott & Co., Chi- 
cago; Carson’s went the others one better, 
however, suspending three of the big flags 
so that they hung from the top of the build- 
ing down to the second floor windows. 





































Restrictions Lifted 
On Fluorescent Fixtures 

The War Production Board has revoked 
Limitations Order L-78 covering the manu- 
facture and distribution of fluorescent light- 
ing fixtures, but points out that other regu- 
lations applying to such fixtures still are in 
Full information on the subject is 
available from local WPB offices. 


South Bend Club 
Hears Design Talks 


Members of the South Bend Display Club 
met recently to hear a discussion of indus- 
trial designing and European architecture. 
The meeting under the direction of 
Betty Marquardt, president of the club, and 
held at Robertson’s where Miss Mar- 
quardt is on the display staff. 

Speakers were John Reinhart, who talked 
on industrial designing; Frank Rizzo, who 
types of European architecture, 
and James B. Carse, advertising manager 
of The Kawneer Company, Niles, Mich. 
who spoke on store fronts of the future. 
















force. 
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Ralph Behrisch 
Dies Suddenly 

It is with deep regret that his 
friends in display will learn of the death 
of Ralph Behrisch, for many years identified 
with Decorative Plant Company, New York 
City. Death came to him suddenly on Sat- 
urday, May 5. 

Behrisch was born in 1877, in 
Conn., and received his education 
During his residency there he became locally 
famous as an oarsman. He moved to New 
York City while still a young man and be- 
came associated with Decorative Plant 
Company, remaining with the firm until his 
death 38 years later; his position with the 
company was that of partner with Emmanuel 
Freund, and much of his time was_ spent 
traveling that section of the United States 
east of the Mississippi. Behrisch attended 
all display conventions and market 
vear after year, and was much interested 1 
| anything which meant progress for disp!<y. 
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there. 
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Write in for our Newest Holiday 


Display Papers now in process— 


= 


5 5TH AVE. 

















FALL 1945 













Our newest Display Guide is now in 
the process of being printed—filled 






with dozens of smart, new time- 





saving ideas. 





Paper shortages have reduced the 
number of copies that will be avail- 
able, so we suggest that you write 






for your free copy now—if you're 





not already on our mailing list. 





MARCUS 
Window Display Service, Inc. 


110 Lincoln St. 





Boston I1, Mass. 

















QUALITY 
CARDBOARD 
SINCE 
1902! 









caescent \ 
, Quakily } 
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A Product of 
CHICAGO CARDBOARD COMPANY 


656-670 W. Washington Blvd. 
CHICAGO 6, “te ILLINOIS 
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INTERIOR DISPLAY 
AT FILENE'S 


[Continued from page 60] 


background of striped red-and-white paper, 
a common motif or thread binding the store 
promotion into a unified effort. This 
motif was used in newspaper advertising and 
formed the front cover of the store’s Christ- 


same 


mas catalogue. 


While sales resulting from interior dis- 
play can never be computed to the exact 
dollar, Filene’s interior display staff has 


taken extensive means to find out the sales 
work. Buyers and clerks are 
immediate notice of 


power of its 
urged to take 
merchandise from interior displays and to 
inform the display department, where a run- 
ning record of such sales from displays is 
Although the staff estimates 
that approximately only 10 per cent of such 
sales are called to its attention, the results 
do constitute a both 
present and future use both by merchandis- 
ing and display, and certainly tend to justify 
pride in competent display work backed up 


sales of 


maintained. 


handy reference for 


TRADE PERSONALITIES 


MAY, 1945 


by actual figures—even if those figure 
by no means complete. 


The interior display staff has nume- ys 
other duties in addition to those norr. (Ij 
associated with that section, and fore: ost 
in this respect are its contributions to the 
success of the store’s fashion shows; it 1p- 
plies the stagehands, produces the we 
props, and plans the scenes. At the om 
ployees’ pre-promotion fashion shows, te- 
rior display runs the program, manufaciires 


the props and decorations and even sup) lies 
a great deal of the talent. 


"“Cohama"' Display Service 
For Retailers 

Display ideas worked out by Bliss Dis- 
play Corporation, New York City, will be 
featured in a monthly display suggestion 
service inaugurated by the “Cohama”’ fabrics 
division of Cohn-Hall-Marx Company. Both 
interior and window display ideas will be 
will accompany. ship- 


covered; the service 


ments of merchandise to stores. 










NO. 27 by Tony Brinker 
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WAIDAS PRINCIPAL HoRBY 15 A 75- 
ACRE FARM IN WESTCHESTER ,WHERE 
WE RAISES PHEASANTS AND CHICKENS. 
WIS CHIEF INTEREST 15 HIS DAUGHTER, 
\RIS, 18, NOW STUDYING LANDSCAPE ' 
GARDENING AND DECORATING AT THE 
UNINERSITY OF CONNECTICUT. WIS 
FAVORITE SPORTS ARE HUNTING 
AND RIDING __ 


Gola 
HAIDA, 


VICTOR HAIDA DISPLAYS, 
NEW YORK CiTy 


THE POSTWAR PERIOD 
AHEAD HOLDS GREAT / 
THINGS jN STORE FOR 
DISPLAY | 





Pe PREDICTS A GREAT POSTWARSFUTURE FOR 
DISPLAY. HAIDA CONSTRUCTED 322 COMPLETE 
WAR BOND WINDOWS FOR THE STH WAR LOAN 
DRIVE... HiS COMPANY \S NOTED FOR SPECTACULAR 
DISPLAYS, MANY OF THEM ANIMATED. IN 1929 HE 
PIONEERED IN THE CONSTRUCTION OF COMPLETE 
WINDOW SETTINGS FOR MANY OF NEW YORK Citys 
LARGER STORES... NOW SERVES PROMINENT 















Ss 
IN ALL PARTS OF THE COUNTRY. HE 1S 44 YEARS OLD. 
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Here rises the first star of 
Christmas . . . this and many 
other fine papier mache pieces 
are ready for your inspection 
and approval at Zaria, 461 
Sixth Ave., New York City I. 











MODERN MANNEQUINS ‘8 


ww 
AT POPULAR PRICES oo 
Created by Master Craftsmen \ j \ 
~ The New Yorker Mannequin Features: \ ed 


- Two-Piece Bodies 
« Interchangeability 








7 ¢ Durability ‘4 
: ¢ Light Weight | 
« Removable Wigs 
; WOMEN'S... MEN'S... BOYS’... GIRLS' | 
Write Today for Literature 
NEW YORK MANNEQUIN CoO. | 














71 GREENE ST. NEW YORK CITY @ fae 


—,. 
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7th War Loan Lasts 
7 Weeks Requiring 
Several Display 
Changes 


Help strengthen the BONDS with our fighters 
by helping to sell MORE BONDS during 
MIGHTY 7TH WAR LOAN. The forceful 
action and casualty pictures (you should see 
the ones we didn't use) with Uncle Sam and 
strong headlines to illustrate these Bishop 
BOND Displays will convince 'em that they 
must "POUR OUT THEIR MIGHT" for the 
MIGHTY 7TH WAR LOAN. 


They Tell Us... 


this Bishop Canning Display is really a "peach" 
to use, starting now, because food will con- 
tinue to be a problem for some time. This 
makes MORE canning one of your principal 
Wartime Display ‘musts.’ 


On lower right 
hand corner of this Display we have included 
a picture of the Veterans’ Discharge Pin with 
copy which reads: "Recognize One Who Has 
Served. World War 2 Discharged Veteran 
Lapel Insignia." 


Please order by Code—Detach Order Form 
shown below —Or Wire Your Order NOW. 
Will Ship at Once. 


BISHOP PUBLISHING COMPANY 


427 W. Randolph St.—STAte 7560—Chicago 6, Ill. 


FOR BISHOP DISPLAYS 


BISHOP PUBLISHING COMPANY, 
427 W. Randolph St., Chicago 6, I] 


Ship F.O.B. Chicago, via Express Prey 


(VW B4 ) “7TH WAR LOAN pe. set (ea 
f one Display 59” x 42” and two Displays ea 
attract € colors 1 Heavy Seas 


(V45-¢ [T’S A PEACH Display 
her ! rinte 11 pe 


and sepia Mounted on heay 


4 Forces with 
more BONDS 


(VWB45-5) “7TH WAR LOAN” 3-pc. set--each set consists of one (1) Display 59’ 


Displays, each one 29'.” x 42”, printe d in photo-ge elatin process, four (4) colors, red, yell 
set, F.O.B. Chicago 


rasoned cardboard. Price $15.75 per 3-pe. 


ith i EACH 


OF A PATRIOTIC PLAN 


Youll help PRESERVE frmericas faliane . 


(V45-6) JUNE “45 VICTORY CANNING DISPLAY Color Scheme 








Printed in Photo-Gelatin 
in black, with other colors printed in peach, green and tan Mounted on Heavy Seasoned Ca 





Usin 
De 
sirec 
best 
sona 
real 






ad 
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FOR MIGHTY 7th 
WAR LOAN---and after 


The most famous picture of World War Il is the raising of the American Flag on Mt. 
Suribachi. Although much smaller sized pictures based on this famous dramatic Rosen- 
thal picture have been made available without charge from the War Finance Division, 
U. S. Treasury, we have been swamped with requests for reproductions of Suribachi in 








GIANT size in full colors, so a limited quantity 
are available. 


(S-7 DISPLAY) size 37" x 60", 4 colors in 
Photo-Gelatin Process and varnished on white Sass. 
offset paper—Price, F.O.B. Chicago, $5.25 *7-—=wtt 


each. | mn F 
This 7-Signature Letter Buy WAR BONDS 


appears during the 7th War Loan (which lasts 7 weeks) on covers of about 2,000 maga- 
zines of all kinds—estimated circulation more than 200,000,000. Tie-in this JUMBO size 
letter with some of your 7th War Loan Displays by using it along with JUMBO size 
portraits of the 7 Military Signers—Marshall, Leahy, MacArthur, King, Eisenhower, Nim- 
itz, and Arnold. 


(L8 GROUP) includes one GIANT LETTER 37" x 49" and one portrait 37" x 43" of 
each of the 7 Top Military Signers. All are dark sepia photo-gelatin reproductions of 
original oil paintings with identifying name on each, on white offset paper. The letter 
is also in dark sepia. Price, $24.80 per 8-pc. set, F.O.B. Chicago. Not singly. 


Please use code (TR) for ordering additional quantity of the letter at $4.85 each, F.O.B. 
Chicago along with (L8 GROUP). 


Valuable tes Public Understanding Please order by Codes—Detach Order Form shown below, or 
wire or phone your order NOW. 


- 
ee 





Using these HUGE size portraits of the BIG V—Truman, Churchill, Stalin, 


De Gaulle, and Chiang Kai Shek (plus late President Roosevelt, if de- 
sired), for patriotic Displays now and later, will prove to be one of the PACIFIC EXHIBITS CO. OF ILLINOIS 
best and most effective ways of giving great masses of people that per- 


sonal sense of association with world interests which is necessary for any 466 W. SUPERIOR ST. CHICAGO 10, ILL. 
real chance of preventing future wars. DELaware 6950 










Se ee EEE EEE EEE RE RES RSS RE EE ESE REE EEE ER EE EE ERE EE 


ORDER FOR PACIFIC DISPLAYS 





PACIFIC EXHIBITS CO. OF ILLINOIS 
Oo W Superior St Chicago lf | 














Please shiy s F.O.B. Chicago. vi Expre Prey d the tollow 





(S DISPLAY Suritbact S1Z¢ 7” x Of in 4 color n Photo Gelatin 
prod S rd rn hed 1 ner ¢ » } 







WL45 GROUP)—Set of 5 portraits of Allie 
} sepia white fhoet ner ( 


mn dar Lf 














(WLR46 GROUP Set { 6 portrait of Allie Leade with te 
Presider Roosevelt add ] t 


H | el 











(-ROUP) comprises set of five (5) separate portraits of Truman, Churchill 
Gaulle, and Chiang Kai Shek as shown, with identifying name on each 
epia, photo-gelatin reproductions of original oil paintings each one 37 


te offset paper. Price F.O.B. Chicago $17.50 per 5-pe. set (not singly) 












GROUP) same as above (with late President Roosevelt added) Price ‘ 


6-pe. set, F.O.B. Chicago (not singly). 





Effective Displays 


with Colored Granular 


Display Material 


ON YOUR WINDOW FLOORS 


COLORS FOR EVERY SEASON pro- 
duced in Wood Flakes Kubes, Chips, 
Stones. Sand. Glass Tinsels. Crystal 
Beads. Pearl Chips, etc. Give a quality 
background to almost any kind of 
merchandise. 


Made in all rich standard colors and in 
combination colors. Good for open 
areas around tree trunks. posts, odd 
Inexpensive. can be re-used 


spaces. 
Leading stores have used 


many times. 
these products for years. 





PRODUCTS 
(Trade Mark Reg. U. S. Pat. Off.) 


Prompt Shipment---No Priorities Needed 


Send for Catalog and Free Samples 


National Sawdust Co., inc. 
Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 

















PRODUCT | 


for 4-ft. x 25-ft. rolls. 
proof, stain-resistant and 100% washable. 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


ST. LOUIS, MO. 


EFFECT OF LEATHE 


. . » Price of Paper 


WITH 


A CLOPAY 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
What’s more, it’s grease 
Other 


1629 LOCUST ST. 
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DISPLAYMAN ... ON THE AIR 
[Continued from page 26] 


build stage settings for the plays, and de- 
sign costumes, and together he and his wife 
had quite a reputation as artists of the 
dance. But finally his wife became ill and 
had to give up dancing classes, and so in 
1938 Russell Kehrt returned to the display 
field. 

Charlie: How long has he been with 
Jenny’s in Cincinnati ? 

Rita: For six and a half years now 
and they say his windows are listed by the 
chamber of commerce as among the things 
to see while in Cincinnati. He showed me 
some letters while I was down there the 
other day, letters from all over the country 

praising the windows, asking questions 

about them regular fan mail. 

Charlie: Do you remember that Mother's 
day window he had in last year? 

Rita: Oh, yes! That was a masterpiece! 

Charlie: That was one of the cleverest 
windows I’ve ever seen. Remember, he had 
the mother sitting in a rocker by the fire; 
she was supposed to be dozing. And in 
her dreams she saw her boy in different 
the time he fell down 
and bumped his nose; his first bicycle; his 


childhood scenes 


graduation from high school; and then his 
induction into the army. The scenes would 
fade in and out on a sort of dream cloud 
in back of her. 

Rita: That was really a beautiful window. 
The dream cloud was spun-glass; he had 
pictures made to order, and used a projec- 
tion machine in the front of the window 
but how he ever rigged up those fade-ins 
ll never know But it certainly stopped 
traffic. Then there was the famous rain 
scene, where he used actual water in the 
window, dripping from a perforated trough 
at the top and dropping down onto um- 
he supplemented this with a curtain 
and there again all 


brellas ; 
of shredded cellophane 
sorts of arguments arose as to whether it 
was real rain or not. As a matter of fact, 
as I told Mr. Kehrt the other day, he’s 
really not in the display business; he’s in 
show business! 

Charlie: Right you are! Well, Ull go 
over to the door and watch for him, and 
I'll send him over as soon as he arrives. 

(Orchestra, middle number.) 

Charlie: Here he is, Rita—the man you've 
been waiting tor, Mr. Russell Kelhrt. 

Rita: Hello, Mr. Kehrt. Won't vou join 
us? This is our manager, Charlie New- 
combe; and our Crossroads Cafe trio, Mary, 
Jean and Betty and this is the famous 
display artist from Jenny's, everybody. 

(Gaeneral ad lib . “How do you do.) 

Rita: The girls were just telling me about 
one of your Easter windows, Mr. Kehrt. 

Georgia: The one with the girls all 
dressed up strolling in the park, and a man 
dressed up, too, over on one side... and 
wearing a real wolt’s head! 

Shirley \nd notes coming out of his 
mouth like a wolt’s whistle! 

Vicki 


saw ! 


That was the cutest window I ever 


Rita: We want to know where you get 
vour ideas, Mr. Kehrt 
Well, ideas come trom anvwhere 


edith 


Kehrt 


and everywhere, Rita You know 


MAY, 1°45 


Bocker Thomas, the advertising mana, 
Jenny's? 


Rita: I do indeed ...a very charmi nd 
very clever girl. She’s won the nat: ina] 
Socrates award in advertising for ] 
several times; the Socrates award is en 
for the best advertising of its kind the 


country, you know. 

Kehrt: We work together on some 
windows. She merchandises for the ir 
and decides what merchandise she war < to 
feature, and then I plan the window ar. und 


the merchandise. We try to keep the t ome 


of our windows “natural” ... we tak 
cue from the public. 
Rita: In other words, what people ar 


talking about, what they're reading, and 


SO on? 
Kehrt: Or what they're listening to on th 
radio. Lots of our ideas come f1 i 


chance remark on some radio program. (©; 
from music, both popular and classical. On 
prize-winning window was built 9 around 
Beethoven's “Moonlight” sonata. 

Rita: [| suppose the brownout has hi 
dered you to a great extent, because [vy 
often heard your windows described as 
“painting with light.” 

Kehrt: Yes, lighting plays a very impor 
tant part in window displays. We've ob 
tained some of our best effects through th 
use of various colored spotlights. 

Rita: Have you ever studied stage light 
ing, or costume design, or stage-setting: 


Kehrt: No, I never have. I did a lot ot 
it, as | say, when we were putting on th 
amateur theatricals ... and to my way ot 


thinking, that’s the best way to learn any 
thing: just roll up your sleeves and do it 


Rita: You have several university stu 


dents who are studying window display who 


come in to learn something of the art fron 
you, don’t you? 

Kehrt: Yes, but there again, they work 
right on the job with me. They help buil 


sets, do some of the painting and that. sort 


of thing. They'll be at the store every da 
for six weeks, then they go back to scho 
for six weeks. 

Rita: I understand that you, yoursel! 
build nearly everything vou use in the win 
dows. 

Kehrt: Yes, I do; and like most. set-ups 
we use and re-use props. We change then 
all the time with paint and new ideas 

Rita: How far ahead do you plan you 
windows ¢ 

Kehrt: Six to eight weeks; that gives m 
a chance to do aliy necessary research 0! 
an idea I may dream up. 

Rita: And some of your ideas must involv 


quite a bit of research, too!  [ remember 


the window with the prehistoric animals 1 
it, representing the warring nations, all 
the well-dressed woman holding a gun cov 
ered with War Stamps—which showed 01 
way we could help conquer the enem) 
Kehrt: On the whole, we work with C1 
cinnati in mind first, and we dramati 
story to fit the tastes of the women. he! 
We feel that every woman likes the “prett 
side of things, even though she would 
ably deny it 1f you asked her about 
Rita: And certainly the proof of tl 


ding has been given by the visible succes 


of yvour famous windows at Jenny's 
(Trio and orchestra, to end.) 






| | 

















DISPLAY WORLD 











xk w* * &* w* 6* w* &®* we &e wk w&® & * 


The War in the West is over —— but it continues unabated 
in the East. This is not a time for relaxation, but a time to 


“Clear the deck for action.” 


Let us all continue working together toward the day when 


all hostilities cease, and we can celebrate World Victory. 


* 


FACIL FABRICS COMPANY 


it West 24th Street New York City 11 


x * * * * x 6*§ * * * * * * * 
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BEAUTIFUL SCREENS FOR BEAUTIFUL DISPLAYS 


aN 


sion li, 





2% ‘> 3 
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K-11 Three-section Wood and Fiber Screen. Each 


K-10 Ff r-sec Scree Sac re sec 
a ar ec nH big at n. : ac ¥ hinged section B. ion hinged section 84” tall, 14° wide. Design made ot 
all, 5 5 “s se é s 
“ef wide. ire no 1 hy - bn diamond Iwo 6 wide x 12” oblong oval-shaped shelves. Two fiber strips Two-tone Fall green stipple finish 
e Fall gre s 5 s F sprays > 
ecn stipple finish 1 vy sprays with Ely toned Fall green. stipple Screen only, $24.00 Dubonette cloth grape leaves with smart new black 
eckled finish. Screen only, $48.00. Foliage only, $15.00 N l 1 l > Ss 
let oC 5 flower pots in Fall green-gray color Fruit stripes atural size purple grape clusters creen 
rlete $60.00 ? 
| : sue plants in contrast colors, 15° tall: Apple, Orange, only, $30.00. Foliage only, $15.00. Complete, $42.00 
Write for new illustrated catalog showing complete Large Plum, Haws Apple, Cherry, Pear, Small Early selection suggested to 


Fall Line of Flowers, Sprays and Set Pieces. Plum, Peach, Grape Fact 00 ure scheduled delivery 


GENERAL DISPLAY CORPORATION, 140 West Fourth Street, Cincinnati 2, Ohio 


DESIGNERS AND MANUFACTURERS ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS 

















Cahill 


FLAG SETS 


Ipzax for window and store decoration, and patri- 
etic displays. Flags of all Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 


Dept. 64, Rock Island, Ill. 

















Post-War Competition 


will be tough 
7 


ae 


ALERT DISPLAY MEN are 
now planning new types 
of merchandising signs 
and displays ... are add- 
ing motion in new and 
unusual ways to increase 
the “circulation,” ‘display 
life’ and effectiveness of 
displays of all sorts. 








Z2SPEED OSCILLATING 





SPEEDWAY can help de- 
signers of motion displays, 
with catalogs and blue 
prints showing dimensions 
and giving characteristics 
of small motors, gear mo- 
tors and other types of 
electrically operated de- 
vices designed and priced 
for animating displays. 





THERMOMETER, 





ACTION STOPS t 





~ Write for Catalog. 











1897 South Laramie Ave., 
CICERO S50, ILL. 
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American Starts Research 
On Junior Mannequins 

\n all-inclusive program undertaken to 
design a new junior mannequin line incorpo- 
rating all wanted features has been launched 
\merican Fixture & Manufacturing 
St. Louis. In addition to study 
the part of the 
designers, the program calls 
with, cooperation by, 
manutacturers, 


by the 
Company, 
research company’s 


and on 


executives and 


for consultation and 


junior apparel displaymen, 
and the ultimate 

“We telt there was room for improvement 
in junior mannequins,” states Alvin Mendle, 
American Fixture president, “and St. 
being the heart of the junior apparel indus- 


consumers. 


Louis, 


try, seemed the logical place to try to do 
something about it. And to be sure that 
the final result would serve the best inter 
ests of all parties concerned, we decided that 
the logical approach would be to go right 
to them and frankly ask their wishes and 
opinions.” 

\merican’s first step was to go to repre- 
sentatives of leading junior dress manufac 
turers Mendle and his staff invited the 
members of the “Fashion Creators Board” 
to a special luncheon meeting at which the 
project was outlined. The manufacturers 


expressed themselves as delighted to have 


the opportunity to present their opinions as 


to what types of mannequins would best 
present their merchandise. Printed ques- 
tionnaires were distributed to the 14° men 
attending the luncheon, with detailed ques 


tions concerning all pertinent characteristics 


and features of mannequins. The question- 
naires are now being filled out by these 
executives as well as by their designers and 


pattern makers. Some of these question 


naires have already been returned and, ac 


cording to Mendle, a preliminary survey 


—C. H. Fadem, state display director for the Ohio War Finance Committee, stands between 
Ted R. Gamble, national director of the Treasury's War Finance Division, and Robert W. Coyne, 
The three were present at a recent meeting in Columbus 


field director for the same branch. 


to discuss plans for the Seventh War Loan drive. 
Company, Cleveland— 
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#2 Buy Wh 
sitet 
aeagagayanatagite 





WE CAN SELL MORE-- 

POUR QUOTA 
this in Previous Orives 
You Aske Every 100 People To Buy 


Ronds Voluntanty 


iSh ED Te Bay Proces 

on ASKED Once 

Buy When ASKED Twice 
7 gut of 20 BUY 

+ More 


Times 


los To 4 out of 54H People 
OSSIBLE and REASONABLE 
ASK THEM TO BUY 


K AGAIN AND AGAIN 


















indicates that when all are assembled ind 
reviewed the net result will indicate a) a]. 
most unanimous opinion on certain likes ind 
dislikes, plus several interesting ori: ja] 
thoughts. 

The second step is that of going t 5 
playmen for their opinions and prefe1 5 
As a part of this phase, Mendle will a Ss 
members of the St. Louis Display (, \iId 

The displaymen will receive questionn ‘res 
which they will be asked to study an en 
fill out and submit as a_ further spo cific 
guide. 






the 
asking 


American Fixture, as third ise 
ot the undertaking, is the 0 


operation of several hundred students i: the 










St. Louis School of Fine Arts associated 
with Washington university, St. Louis, by 
cause the young women, in addition to being 
the typical buyers of junior apparel, are at 
the same time able to express themselves 





medium 0} art 





and their ideas through the 





American Fixture is giving the students 


representative proportions and other mechiar 








ical and factual information as a working 
basis. 

The company will award a year’s scholar 
ship, War Bonds, and other prizes to stu 
dents whose entries are, in the opinion ta 





committee of representative judges, the best 
but the right 
not to use entries if it so decides 


The 


American Fixture reserves 


any of the 





research, contest and other phases 













the undertaking will not be completed for 
several months. “We want to be sure,” cor 
cludes Mendle, “that the net resuit of th 
whole project will be a line of junior mat 
nequins that will incorporate all the lates = 
thinking of the display and manutacturing - 
fields, and which will be as near to perie 
tion as it is humanly possible to achiev 






Fadem is display director for Lyon Tailoring 
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CISPLAY WORLE 








WE ACCENTUATE THE POSITIVE 


necessity of selecting your FALL and CHRISTMAS requirements in 
JUNE by visiting the New York display market. 


YOU ELIMINATE THE NEGATIVE 


by being prepared for this early showing, which will be on display in 





our newly decorated showroom, from June first. 





tHe L. J. CHARROT COMPANY, INC. 
(ar cin mo 


ART DISPLAY STUDIOS 
36-38 WEST 27TH STREET NEW YORK 18, N. Y. 





























THE 2 WINNERS! 


IMMEDIATE DELIVERY 


INDISPENSABLE 


For Window or Store RESERVE YOUR 


COPY OF OUR 
NEW FREE CATA- 
LOG TODAY! 


ME LUE el | 


CATAL 


Ideal for Sweaters, Blouses, Dresses, 
Suits, Coats, etc. Made of sturdy 
four-ply papier mache with full bust 
and shoulder. Smoothly finished and 


tinted in flesh color. Fits on any stand. 
No. 101, each $3.75 


No. I 11, each 4.00 
Net F.O.B. Chicago 









MANNEQUINS ... RACKS ... HANGERS .. . MILLINERY 
HEADS ... JEWELRY FIXTURES ... GLASS ...LUCITE... 
SHOW CASES ... WALL CASES . . . Everything in the line 
of fixtures is to be found in our new G-32 60-page catalog, which 
is on the press now, and will be ready the end of May. 


WRITE TODAY FOR YOUR COPY — IT'S FREE! 


THE FIXTURE MART, INC. 


314 W. JACKSON BLVD. CHICAGO 6, ILL. 
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New York’ 






s Smartest Showrooms 


XMAS SHOWING JUNE Ist 










ROPINGS 


PRESERVED and FLAMEPROOFED 


WREATHS | TREES 








Princess Pine 
Real Holly 
Boxwood 
Baby’s Breath 


Balsam 


Raffa 


















Princess Pine | Princess Pine 
Real Holly Real Holly 
Boxwood Boxwood 
Baby’s Breath | Baby’s Breath 
Balsam Balsam 


Brush Pine Brush Pine 












YOU MAY HAVE 











ARTS and 


43 W. 56TH ST. (Near 






A New Display Hou 
Department Stores. 







ANY OF THESE IN PASTEL COLORS 


in any size—any shape—garlands or drops—frosted or metallic 
sparkle. We do not catalogue—Sorry, no jobbers until 1946. 


* * * 


FLOWERS DISPLAYS 


Fifth Ave.) NEW YORK CITY 19 


se with 20 Years' Experience Catering to 
Come in and meet Harry Menzin, Owner. 
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Get Sparkling Display 


with 





e SILVER FLITTER 






e GLASS TINSEL 


Glass Tinsel is available in Si 
Blue, Green, Red and B 














e DIAMOND DUST 





LEROY W. FRYMAN 
Fixtures, Materials & Equipment 


Effects: 





e CRYSTAL BEADS Keith Theatre Building DAYTON a OHIO 








lver, Gold, USE THE 


lack OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


, Prices and samples furnished upon request POSITION WANTED POSITION VACANT 
EMPIRE TINSEL & BALLOTINI CO. C/REPRESENTATIVES WANTED 
1265 Broadway New York, N. Y. $3.00 Per Column Inch — CASH WITH ORDER 
























« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 








| Rollman's Stages Elaborate 
| Tribute To China 


A non-merchandise promotion, spor 
as a tribute to a great fighting ally, g& 
der way at Rollman & Sons Company, 


| cinnati, on May 7; all the store’s wit 


were given over to Chinese themes 11 
form or another, while related exhibits 
to be seen on the main, fourth, and 
floors. 

Included were presentations of  ( 
child welfare problem; the Chinese u 
ground activities; the home of a wi 
Chinese; native clothing; the abuses | 
Japanese in occupied sections ; Chinese 
ing: art objects; the cooperation of An 
and China in teaching modern metho 
manutacture, and the silk industry. 

A representative of the Chinese ¢ 
ment was the guest of honor at the ke 
78th anniversary banquet. Special ( 
exhibits were also arranged during the 
motion by local museums and the lib: 

Material tor the large exhibition wa 
lected by Andrew Matzer, display ma 
for Rollman’s, with the cooperation ¢ 
Kast and West Association headed by 


S. Buck, and 20 associated organizat 


COLLEGE DISPLAY COURSE 


[Continued from page 17] 


design and the merchandise is brought 


the design as required. This method 
tally independent of chance inspiratior 


expresses the particular desired feelin: 








The ideational emphasis 1s a subsequent 


stressing of a theme or central idea express 


able in a slogan or phrase. This theme ma 


be seasonal (for example, Easter, Christ: 


or abstractly related to and created | 


the product's demands. Often a them 


discovered at the time the area 1s abst 


decorated and the slogan or phrase to ca 


the feeling in words materializes 


Kmphasis is placed on salesmanship 


all times throughout the course. The 


ous symbols employed to carry the te 


to the public are presented in new an 
teresting manners so that they become 


and enrich the public appreciation otf t 


ESSENTIALS OF GOOD UTILITY 


DISPLAY 
[Continued from page 56] 
lighted. Consult a lighting engineer 


will show vou how to highlight displays 
increase the attractiveness of the floor 


rangements. 
Most major appliances are white 


il 


iY 


therefore will have highest visibility aga 


a blue background. Red could be your 
ond choice and then green 


Somber and dark colors are depressi 


bright and warm colors are exciting 
and cool colors are restful; choos: 
colors for the effect you want to 
They can impress your public either 
ably or untavorably, so use color wit! 
Display technique has justified 
thorughout the vears by the amount 0! 
it created. It can be traced back to the 
when man displayed his goods fot 
in the market place. From this pert 
to today display has improved and dev: 
into one of the most important and 
able media of the sales promotion Pp 
sion, if properly executed. 
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"Old Timers" Night 
For Chicago Club 
‘mbers of the Chicago Display Club met 
the evening of May 2 at the Hotel Stevens 
five veteran displaymen as guests and 
kers. 
ie five were: Arthur Fraser, who began 
career with Marshall Field & Co. 50 
vears ago and who directed display for that 
fit for 48 vears, or until his retirement 
two years Harry The Adler- 
Company, who entered the field as a 


ago; Jones, 
showeard writer 58 vears ago and who was 
display manager for Mandel Brothers for 10 
years; Jim Berg, Durable Displays, Inc., who 
tarted in display 48 years ago with Siegel 
& Cooper; George Hermanson, who was an 
assistant “window trimmer” at Carson Pirie 
cott & Co. 40 vears ago and who has had 
Republic building’s displays 
for the past 31 William A. McCor- 
mick, The Adler-Jones Company, who has 
been in display tor 47 
ears with The Boston Store. 


charge of the 
vears 
vears, including 26 
Phe program was rounded out by a discus 
sion of modern State street display, given by 
Ray Bianchi, display director for Goldblatt 
Brothers. 
“War 


Pines Golf 


On May 6 the Chicago club held a 
Bond Golf Outing” at the White 
Club, Bensenville, IL, with excellent attend 
anes 


Contest Is Announced 
For V-Mail Displays 
Cash prizes totalling 
awarded by Stanley Wessel & Co., 
30th street, Chicago 16, for the 
na national display contest built around the 
theme: “Sharing Moments by V-Mail.” Spe 


cial display 


$1,000 are to be 
460 Last 
best entries 


pieces are available trom. th 
company on request. 

In brief, the 
plays can be created around any V-Mail sta 
thes 


interior displays 


rules provide that the dis 


tionery in the store; mav be either 


vindow of 
nust be 


Photographs 


mailed to the company by June 1. 


First through fifth prizes are, respectively, 


$250, $100, $50, $25 and $15; there will be 
36 prizes ot $10 each. 
Dobbs Of Bulkley, Dunton 
Dead At 41 
death of Philip H. Dobbs, sales rep 


resentative in the display and specialties de 
Bulkley, Dunton & New 
has been announced. He was 41 


Engaged in the display and 


pa ent ot Co.'s 
York office 
5S OF age. 
branch of the trade 
Bulkley, 
to that time he was in the 
Wall street. 
> 


wanda daughter 2 


ilties since 


1941 


brokerage 


paper 
he joined Dunton in 
ss in Surviving are the 


vears old 


Acting Display Manager 
Confirmed In Post 


ired Kay has been named display man- 
Saks-34th Street, New York City, 
Edward J. Poignant as first assistant 
two men, both of whom were appointed 
above-mentioned posts on an acting 
death of David Jaffee, 
een with the firm for many 


tollowing the 


Vears 
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Ju NEW YORK... 


is the DECORATIVE factory, where we are 





proudly assembling our new line of Fall and 







Christmas Displays and Decorations. 









Ready for the first showings in June, you will 






find our Display creations refreshingly differ- 





ent... as always. 








The welcome mat is out... and we extend a 






cordial invitation to those who will be in New 







York during the coming months to view our 







latest presentations at our showroom. 
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MODERN PLASTIC 


HANGERS 


( \ 
\ 


These beautiful hangers are made of cellulose 
acetate, have non-slip notch to prevent gar- 
ment falling from hanger. The supply is 
limited, so order yours now. All colors. 


SIZE DIVIDERS 1G 


To Make Selling Quicker, Easier 








Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 2%’ diameter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 

12” high by 4” wide. Either style, each..... 10c 


NATIONAL HANGER CO. Inc. 


253 WEST 26TH ST. NEW YORK CITY 1 








Accentuate the Natural: 


WITH 


YUCCA 
POLES 


3” Diameter x 9’ 
Special $2.40 


These durable lightweight poles are 


an ideal “as is” display item, or may 


be used for fabricating trees, fences, 


etc. Sizes available, 1” to 6” diameter 


Immediate shipment 


We also 


tropical 


carry a complete line of 
imports suitable tor 


BAMBOO poles, handwoven 
MATS, PANDANUS 


display 
items. 


GRASS 


braid 


TROPILRAFT 


535 SUTTER ST. 
SAN FRANCISCO 2, CALIF. 











Now in Lovely, Sparkling Colors! | oe 
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—Sgt. A. Van Hollander, formerly assistant display director for Gimbel Brothers and owner of 
a display studio in Philadelphia, now with a Psychological Warfare detachment, Twelfth Army 
Group— 


From Display 


To 


Psychological Warfare 


\s Allied armies 
territory, the work of the pen is joining the 


are cutting through Nazi 


might of the sword in a continued campaign 


to show why non-traternization with the 
German civilian population will end the war 
quicker and help secure the peace. 

Set. A. Van Hollander, reluctantly 
admits that the “A” is for Adolph, a display- 
Philadelphia and New York in 
civilian life, is doing the art work for bill 
boards and posters being used by the Psy 
Wartare Detachment of 
Bradley's Twelfth Army Group in 


who 


man from 


chological General 
Omar N. 
this campaign 
the First, Third, Ninth 
Kifteenth American Armies. 

When Allied soldiers march into Germany, 
thev see billboards, 12 by 


The group is comprised of 


and newly-formed 


50 feet, designed 


by Set. Van Hollander, with messages re 
minding them that this time they are con 
querors, not liberators. One billboard de 
sign portrays a bloody outstretched Nazi 
hand with the words “Remember the Cost” 


beneath. 


billboards effectively visualize the 
words otf General Bradley to his 
the Twelfth Army Group: “It is known that 


organization tor the con 


The S¢ 


troops ot 


an underground 


tinuation of the Nazi program for world 
domination is already in existence. This 
group will take advantage of every relaxa 
tion of vigilance on our part to carry on 


undercover war against us. 
“The 


national 
tained regardless ot the depths of treachery, 


German has been taught that the 


domination must be at 


goal of 


murder and destruction necessary. He has 
been taught to sacrifice everything—ideals, 
honor and even his wife and children for 


Defeat will not erase the idea 
must not 


the State. 
“American 


soldiers associate 





Specifically, it is not 
with them, to 


Germans. 
shake 


homes, to 


with the 
permissible to 
their 
them, to engage in 
them, to attend their dances or social events 


hands 


visit exchange gifts witl 


games or sports with 
or to accompany them on the streets or else 
Particularly, avoid all discussion or 
Give the Germans no 

into 


where. 
argument with them. 


chance to trick you relaxing yout 


guard.” 
The sergeant has also participated in mak 
enemy 


ing propaganda broadcasts to the 


from mobile apparatus set up close to the 
front line. 

Set. Van Hollander, who is of Dutch 
descent, speaks German fluently. Part o! 


his studies included two years at the Bau 


haus school, Germany, in industrial 


architectural designing. He has also taken 
special courses at the Franklin Institute an 


Industrial Arts School of Philadelphia 


In civil life, Sgt. Van Hollander owned 
the “Atelier du Mode” advertising and dis 
play studios in Philadelphia. He was also 


assistant director of display tor Gimbel’s 

Prior to entering the 
Philadelphia defense activ! 
ties and worked on several campaigns to! 
the armed services. He was display dire: 
of the USO, and display designer for Wa 
Women's Marine Auxiliary 
He was also active as a membe! 
Arts Division of the Cou 
ot Defense, Consumers Protection Commit 
tee, and consultant for the British Merc! 
Navy Club. 

In the army, Sgt. Van Hollander has at 
tended the Military Intelligence Training 
Center at Camp Ritchie, Md., and has tak« 
several courses in photographic interpreta 


sergeant 


army, the 
was active in 


tor 
) 


and recruiting 
drives. 
the Graphic 


tion and psychological warfare. 





















MAY, 1945 DISPLAY WORLD 83 































































5 
Announcing 
IVANO WATER LACQUERS! 
Now available for the first time—a WATER — Exquisite effects created in: Pearl. Blue. 
LACQUER which dries with a beautiful Green, Yellow. Red. Orange and Purple. 
pearly luster, hitherto only produced by vola- © They also come in delicate tints of Nile 
tile solvent lacquers and enamels. By elimi- | Green, Shell Pink, Orchid. Saffron, Apricot. 
nating the use of expensive, toxic and inflam- © Gunmetal and Tan Bark Brown. 
mable solvents, these water lacquers have 
reduced fire hazards as well as costs. PRICES 
2 oz. Bottles $0.50 each 
They may be applied with a brush or spray 1 Dozen assorted colors 5.00 
on any type of surface—over any paint or _ Pjnt, 1.00 each 
lacquer without blistering. Quarts 1.75 each 
Gallons 6.50 each 
f 
’ FINE CHEMICALS DIVISION 
166-184 COMMERCIAL ST. 
MALDEN 48, MASS. 
“ Telephone Malden 7103 
the 
Wa 
c i AJAX BOX COMPANY 
$e rm anupacturers of CORRUGATED PAPER PRODUCTS » 
: 2210 SO. UNION AVE. — CHICAGO 16, ILL. 
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DISPLAY ITEMS YOU NEED NOW 


We are fortunate in being able to supply the following hard-to-get 
display items that you canstantly need in your display program. 


BROADLOOM HAIRFELT CARPET—36"', 54"' and 108"' widths. Colors—Rose Taupe, Cherry Red, 
Blue, Green, Blue/Green, Cedar, Burgundy, Sand. 


e SISAL FLOORING—36"' x 72". Colors—Yellow, Chartreuse, Green, Light Blue, Pink. 

e WOODS IN MANY FORMS—Grits 1/16"; Grain 1/8"; Chips 1/4''; Flakes 3/4" to 1|''; Ribbons 
3/16. 15 colors in stock. 

e ROCK CRYSTALS—1/4". Colors—Light Blue, Green, Yellow, Chartreuse, Orchid, Pink, White, 
Rainbow, Jade. 

e SCATTER GRASS—Cut Raffia. Colors—Natural and Green. 

e SNOW CRYSTALS e BIRCH POLES e CEDAR POLES e CELLOPHANE FLAKES. 

e COTTON WOOL MIX FELTS—72"' Wide. 

e VICTORY DIRT—For your garden displays. 

e GRASS MATS REDYED—We can redye your faded grass mats. Ship prepaid. $1.50 each. 


ANKERUM MANUFACTURING CO. 


336 N. t8TH STREET PHILADELPHIA, 2, PA. 




















’ ; " : aeaiae Four Join Staff seen at the Waldorf Astoria ballroon 
GARRISON-WAGNER Of Stensgaard New York and the Statler ballroom and t 
Suggests: DOWN MEXICO WAY! W. L. Stensgaard, president of the Chi Department of Commerce in) Washingtot 
Develop a “gooc 1 neighbor’ display with a few of th ae os acaba was “ a ins - : arcer P __ 
many accessories you'll find in our catalog No. 184-G cago and New York City firm ot that name, Phe show 1 even larget than the L 
Here are 2 itlems which are practical as well as orna ; - Z Freedoms War Bond show, also produ ed 
wes soli announces the addition of four men to. the 


, and traveled by Stensgaard; the Pullmar 
companys They are: ' i blic 1 
show may be shown to the public later 
Louis A. Banks, who has completed three : | 


vears Of service as a lieutenant in the navy; "Textro Seamless" 
he becomes account executive with head 
ls Announced 


quarters in New York. Before entering the ; ; 
\ newcomer to the field of wide pay 


navy, Banks was with Hecht’s of Washington 


. j : ss is called “T ro «(pean 
as display manager. He will serve manu- ~n display ny sees bata : 
; ; . Ss , C . XS Ee 1 
facturing and retail accounts in the East and less. A new te hnique ha Se Se 
New England by Bulkley, Dunton & Co., New York Cit 


in creating the paper so that it is giver 
Anton ©. Stensgaard, recently released a CIESURE TE Pape ©, Tas 





Nia 1 Suz , surface finish w 
: - ia a after serving three vears as a captain in the nu ual vellum texture surface fini 
MEXICAN TULE PALM LEAF BASKET No. ND-103 so scaelitati le: aie ariaeau: Gaius iicenciall ai 











Closely hand woven from bright colored tule palm Air Force : his recent service was in India. : 
leat. with design created by hand trom the different col- Before the war he was associated for 18 tels, and screen process. | articles « 
ored split’ palt Measures 17 in. long, Il in. wide and 7 : ar S “} < curt: addit 
6. in rth “ie per denen 027.50. Rock $2.75 vears With industrial companies in the South are superimposed on the surtace, add 
No. ND-103B 14 in. long, 7 in. wide and 5 in o35 He served in. the artillery in France in ally. 
Per dozen $22.50. Eact Fy J: : : 
pope pond $ , World War I. He now becomes vice-presi = 
dent of W te Stensgaard AS \ssociates, Isic... War Production Board paper re- 
and will become account executive in- the strictions and a constantly increasing 
South demand for DISPLAY WORLD have 
Carleton Male becomes art director of the made it necessary for the publishers 
Stensgaard New York division He has to limit editions to the present level 
served in several important positions tor the until WPB restrictions are removed 
past 10 vears and brings much ability and Accordingly, all future editions must 
talent to the Stensgaard creative staff. be confined to mail subscriptions only 
Charles D. Shields, recently released trom and to one copy fora given establish 
the infantry, served as leutenant for nearly ment. Individual orders for single 
three vears and saw much active service. He copies can not be filled. New subscrip 
was connected with the retail merchandising tions can be accepted on a waiting list 
—= = field before the war. Shields will cover the basis only, and will be entered as sut 
SPLIT BAMBOO BASKETS No. ND-226 Set of three central territory with headquarters in St scription lapses occur As a matte: 
baskets of split bamboo with colored bands. Sizes range f . oa : 
17! in. by 11'> in. by 7! in. deep, 16 in. by 10 in Louis. of cooperation, the publishers will aj 
by 6 in., 15 in. by 9 in. by 15 in. Per set $4.25 The Stensgaard organization recently de preciate your sharing your copy with 
" = 1631 LOCUST ST. signed and produced tor the Pullman Com i i 
Garrison Wagner Co. ST LOUIS 3, MO. e I your friends and associates. 











pany the large dramatic travel show recently — 
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Electronic Heating 
For Plastics Fabrication 


Scen as having many possibilities for dis- 


pl firms producing fixtures and similar 
articles of plastic is a development in the 
fo of electronic heating. “The new tech- 
nigue in plastic fabrication permits heating 


tic material directly by passing an elec- 
tric current through it, instead of indirectly 
hy heating air or metal or water and then 


transferring this heat into the plastic,” says 
M. Robert Saslaw, New York City con 
sultant on electronic heating. 


Continuing his article in a bulletin issued 
by Celanese Plastics Corporation: 

Suppose vou wish to heat a large block 
of plastic material uniformly and quickly, 


say in one minute. All the conventional 
wavs of heating, such as a warm air oven, 
or a hot press, or a tub of hot water, would 
heat only the surface of the block \t the 
end of one minute the surface might be up 


to temperature but the inside of the block 
would still be relatively cool. It would be 
dificult to bend or shape this block. Elec 
tronic heating is the one way of getting 
uniform temperatures inside the block as 
well as outside. The technique would be 
simple: Place two metal plates against op 
posite faces of the block and connect these 
plates, or ‘electrodes, to a high-frequency 
electronic generator. Depending on the size 
of the generator, the block could be heated 
in a minute or even in seconds. 

“Is this a practical method of heating 
plastic material in a factory? How much 
would it cost? Well, an electronic generator 
about the general shape and appearance ot 
a small household refrigerator could heat a 
one pound block of plastic material to well 
above the softening point in a minute. The 
generator would cost about $2,000, and the 
cost tor power would be only about one 
tenth of one cent per block. The same 
electronic generator could continue to heat 
one pound blocks at the rate of one every 
minute, 60 every hour, 24 hours per day. 

“What are the limitations? There are 
basically two: First, this method is straight- 
forward only tor simple shapes such as discs 
or rectangular blocks. More complicated 
shapes can usually be heated successtully 
but thes require specially shaped electrodes 
in the same way as a diathermy technician 
uses different electrodes for different parts 
ot the body. 

The other limitation is that there must 
e no metal in and near the block For 
example, it is not possible to heat plastic 
material electronically in a closed metal 
mold because the metal mold short circuits 
the feld. In this case the material could 
be ited between electrodes as a separate 
operation and then pressed in the mold. 
the mold would close very rapidly because 
thorough and uniform preheating. So 
ere would be an overall reduction in cost, 

big increase in production. 

ne of the valuable features of electronic 

is the way it can accomplish local 


heating For example, in bending a_ flat 
she a narrow section can be heated and 
S 1 just along the line where the bend 
Is to take place. The sheet may be one 


ch thick or more—heating will be 
and quick and the finished product 
relatively free from internal strains.” 














DISPLAY WORLD 85 


lever New 
aricature Displayers 


We show just four of a new series of attractively styled displayers 
that will create a lot of interest in your spot displays in windows, 
counter or ledge. These figures are made of papier mache in full 
relief and plaster composition in half relief. and are appropriately 
lacquered in full colors. They are fitted with 18 inch round plate 
glass trays for merchandise displays. 


VAIL ORDERS GIVEN PROMPT ATTENTION 
IMMEDIATE DELIVERY or 





BRIDE 
Half relief, plaster 
composition, 30) in 
high. 





ELEPHANT 
Full relief. papier 
mache, 5 Ibs., 21 
in. high 





HOSIERY GIRI 
Half relief, plaster 


composition, 28 in 


$22 


high. 





HOUND 
Full relief, durable 
papier mache, 24 
in. high 


CORPORATION 


4503 MANCHESTER AVE. 


ST. LOUIS 10 
MISSOURI 
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E OBSERVE with great satisfac- 
tion the growing prestige and influence of 
display in modern American retailing and 
pay tribute to those who are playing a part 


in this accomplishment. 


© 


VICTOR WATDA DISPLAYS, INC. 


149 West 24th Street New York City I 














Original Creations 


REED and RATTAN 


V 


AN INTERESTING SELECTION OF NEW 
NUMBERS FOR WINDOWS AND INTE- 
RIORS WILL BE READY FOR INSPEC- 
TION BEGINNING JUNE |. 


V 


A. LUTZ 


3 WEST 18TH STREET NEW YORK CITY 11 
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"Taffel Tales'’ Reflects 


Ideas For Displaymen 

Taffel Brothers, manufacturer of ribl 
has just published the second editio: 
“Taffel Tales,” a novel 36-page broch :r¢ 
with many ideas for display use of 
product. In preparing the booklet, Ge 
Taffel, president, collected photographs | 
leading retailers showing how they tic up 
ideas with ribbon in displays of vai 
types. 

The photographs reproduced show 
ern display presentations, and display 
will find many ideas for the use of rib! 
in their daily work. A copy of “Taffel 
Tales” will be sent free on request to th 
company at 95 Madison avenue, New \ 
City 16. 


In Memoriam Displays 
Installed Speedily 


Displaymen worked fast to get In M« 
riam displays installed as soon as the news 


| of President Roosevelt's death was received 


Many had displays ready within a_ itew 
hours. Among the speediest was Andrew 
Matzer, Rollman & Sons Company, Cincin 


| nati, who had a complete display on view 


within 40 minutes after the news flash was 
received. 

In New York City, Sidney Ring of Saks 
Fifth Avenue borrowed large candles and 
holders from St. Patrick’s cathedral and 
had a window unveiled within 30 minutes 
after the announcement. 


George Wiggans Joins 
Melets, Clarksburg 

George P. Wiggans has resigned as pub 
licity and display director of Kaufman's 
Inc., Uniontown, Pa., in order to accept a 
similar position with Melets, Clarksburg, 
W. Va.; the latter firm is expanding in size 
having added the space formerly occupied 
by two adjoining stores 


To Establish Service 


| In Rio de Janeiro 


Formerly with the display department ot 
R. H. Macy & Co., New York City, Maggi 
Goodenow has leit for Rio de Janeiro. Mak- 
ing her headquarters for the time being at 
the Hotel Copacabana, she plans to estab 
lish a retail display service in the Brazilian 


| city. 








COMING UP! 
National Maritime Day—May 22. 
Empire Day (Canada)—May 24. 
National Tennis Week—May 26-June 


? 


Memorial Day—May 30. 

Anniversary of Invasion of France- 
June 6. 

Flag Day—June 14. 

Father’s Day—June 17. 

Summer Begins—June 21. 

National Swim-for-Health Week - 
June 25-30. 

Dominion Day (Canada)—July 1. 

Independence Day—July 4. 
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WRN IN CHICAGO — 


Be sww to wgit ewe 
Showiwoms at 222 Neth 
Wichigan (Ws. Dig play {akrrics, 
of counge,—and new flowery, \ 
novelties amd exclusive paps NY 


: DA ZIANS. Incs= 


PTO SB OH OD 








Homespun Leatherette 
48" Wide 


NOW AVAILABLE IN 


ure”, 


“Eleven Colors” 


|; WHITE — EGGSHELL — PEACH — LT. GREEN — YELLOW 
SKY BLUE — ORANGE — MAROON — DK. GREEN 
FLAG BLUE — FLAG RED 


Color Chart Sent Upon Request 


1945 Fall Catalogue Now Ready 
Send for Both Catalogues at Once 


xk & 


COY-DISBROW & CO., Inc. 


Display Division 
686-690 GREENWICH ST. 





NEW YORK i4, N. Y. 
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PLANNING AND PREPARATION 
AN ENTIRELY NEW | [Continued from page 22] 


would realize the same profit, and there w: Jd 


FALL be more space available in the window- to 


promote goods not so much in demand 


Display Paper | This is all logical on the surtace 


{ 
id 
would be a simple way of disposing of 
popular name-brand merchandise wit! jut 


DAMAS K | any tanfare. The result of course would be 
that the store could continue to sell 5 


PATTERN popular merchandise in the normal corrs, 
of trade—but the 


store would soon se 

52" wide—25-ft. rolls the advertising benefits and pulling power 

| of the merchandise. Ordinarily it is of 

TEN | nationally advertised fame, and the store 

is Colorful Fall Combinations | certainly wishes to be established as head- 


quarters tor such brands. But = disregard 


=. 


LN 


the name, make no mention of it in 

dows or ads, and the public would soon 
forget. Consequently the fame and presti 
that has been built up would be worth| 
to the store as a selling medium when con 
ditions again become normal. It will be th 


DINGLEMAN-WOLFF C0. | stores which have displayed and_ featured 


wanted merchandise, as they have done ir 


112 W. 42ND ST. | the past, which will be remembered by, 
NEW YORK CITY 18 


Our New Fall and Christmas Lines will 
be ready June Ist. Visit our Showrooms 
when in New York or write for samples. 


Siete 


ate 


shopper when times are again normal and 
retail competition is again keen. 

So much for the reason; now for the s: 
tem that accomplishes this method in a 
store of our size. Our display department 











takes in activities covering a main. stor 
with five selling floors, an annex, and a 
E\/F BRUESER STUD | Q)S Inc suburban store. Windows in all three stores 

/ ¥ total 49 units. To cope with this expans 
and this new system, we have revised thi 
a nd | department into five divisions. One ts to 
cover the merchandising and window. in 


| stallation of the main store. Another is t 

( 1k | MES D| SPL, % F | | take care of all interior trims and decora 
tions of the main store. A third to conduct 
all department shop construction and design- 
22-24 West 38th St. ing of props and backgrounds. A fourth to 
| oversee the production of all signs, cards 

New York 18 ' ma Es | and artwork, and a fifth specifically to tak 
care of the two smaller stores—both win- 
dows and interior. Each division consists of 


We take pleasure in announcing that our Fall and | three or four persons managed and guided 
, " , : : | by an appointed assistant. 
Christmas Lines will be ready for your inspection When the final go ahead is received fo: 


a quick promotion, weekly theme or special 
event, a meeting is called of all divisior 
heads. We discuss the event, exchange ideas 


beginning June Ist. 


: er i |} and suggestions, then prepare rough sketcl 
You are cordially invited to visit our showrooms. | es. From this meeting the final schedule ts 
arranged and each division is given its re 
spective assignment. It is usually the shop 
division and the art and sign crew who d 
most of the work in the early stages. Th 














final work is done by all members of the 
department. Sometimes a promotion will 
include the entire battery of windows, plus 
the interior. Most of the time, however, 1 
just takes in our main series of front win 


‘You are Cordially Invited ‘ 


SAMPLES OF OUR NEW AND ORIGINAL 
WINDOW AND INTERIOR DISPLAYS 


dows with an indtvidual department treat 
ment. This series arrangement is helpful 
in one way; when we do a display, 
do all 10 alike, with separate merchandising 
treatments. It simplifies the planning 

construction, inasmuch as the props and 


DISPLAY STYLISTS AND MANUFACTURG, ee oe cee aa 
Pn ; 


2 . i LINERY AND NOVELTY 
Kk. g. Kurtis studio #2425, 5 crpnens 

\ ~«: MATERIALS e BACK- 

88 COLUMBUS AVE. AT BROADWAY & 64th ST., N. Y. 23, PEARSE © Meaueeeeee 
TRafalgar 7-172° REFINISHING e e e 


backgrounds are planned for one unit al 
carried throughout. Which means that 

we design one, it’s placed in semi-mass pro- 
duction and 10 are made. This hi 
drawbacks, of course, as it always 





the opportunity to create separate, «1 
fied displays that are fun and exciting 
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We are distributors for 


DURABLE DORABLE DEB 
MANNEQUINS 


—the bewitching juniors that are 
just what you've been looking for: 
see them for yourself in all their 
charm and grace. 











We will have an outstanding Fall and Christmas line ready 
for your inspection after June |... 


All Roads 


Lead to Siegel's 


Where Display Friends Meet” 


everything for your 


display needs. Be sure to make a visit to Siegel's a ‘'must"’ 
on your next trip to New York; you'll be glad you did. 


MANNEQUINS RACKS 
FIXTURES Plastic, Wood 
FORMS and Composition 
SPECIALTIES NOVELTIES 


NAT S| EGE a 39 West 37th St., New York 18, N. Y. 




















REDW 00 


We are presenting to the displaymen of America a new 
and original line of Redwood display units. Their color 
and novelty will add a new touch to your displays. 


BENCH DISPLAYER 


8-106, 10” high. Top 12” x 24”. Split Redwood Bench. 
top 2” Plank; ends, Redwood Log, 2” thick: dry brushed 
Fall Colors. Each $4.95 





HOUSE OF ALADDIN 


DISPLAYERS ADD DRAMA 
AND NOVELTY TO DISPLAYS 





PEDESTAL DISPLAYERS 
Top and Base 10” Diam. Yucca Uprights. Colorful Nat- 
ural Fall Leaves. 


S-107, 12” high. Each $3.95 
S-108, 18° high. Each $4.95 
S-109, 24” high. Each $5.95 


Order at once for prompt delivery and write for infor- 
mation on our complete line of display props. 

772 S. LOS ANGELES ST. 
LOS ANGELES 14, CALIF. 
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Loewy To Cover Europe 

. . For DISPLAY WORLD 

Be sure to inspect our line of With the war in Europe nearing a1 

DISPLAY WORLD has made arrange: ents 
with Georges Loewy, of Geneva, Sw: ver 

UNBREAKABLE MILLINERY HEADS | land, for articles and photographs to \eep 
American displaymen posted on dey lop 

ments in continental European dis) J, 


and 


DISPLAY FORMS 


—the newest addition to our exclusive 


LINE WITH HORSEHAIR WIGS 
WE WILL BE READY JUNE | 


NEW STYLE STUDIO 


63 MADISON AVE. NEW YORK CITY 16 
ENTRANCE 27TH ST. MURRAY HILL 5-5226 

















—Georges Loewy— 


A “NA TURAL” Loewy’s first article, together with a number 
FOR SPRING AND SUMMER DISPLAY of illustrations of outstanding ne qakre 





Swiss displays, appears on pages 14 and | 





of this issue. Other articles will follow as 
conditions allow. 


Fire Resistant 
EATON GRASS MATS 


Loewy 1s a former displayvman with a wid 















acquaintance in the European display field 
\t various times he was a resident of Berlit 
Duesseldort, and Paris. Living in Geneva 


Draw EYES and PROFITS 
to Your Store! 


at present, he expects to return to Paris soot 
and will make that city his home. 





CONTEMPORARY SWISS DISPLAY 


[Continued from page 15] 


People enjoy the fresh, green sight 
of grass ... and when you give them 
displays using Eaton ‘‘Velvety”’ grass 
mats, they'll thank you by coming in to 
BUY! Eaton mats are easy to use with 
almost any merchandise display. Expertly 
constructed, fire resistant, power-dyed to 
a natural, rich green and electrically 
trimmed, they’re a treat to passing shop- 
pers ...anda stopper! You'll use them 
profitably many times. Your display 
jobber will do his best to supply you 
with Eaton “‘Velvety”’ grass mats. 








In shop windows, as in painting, man) 
styles have been tried in the past—impres 
sionism, cubism, surrealism; from all thes 
errors and blind-alley styles display has al 
ways come back to its particular objective 
of showing merchandise in the best way to 
sell it. It is the principal duty of display 
to create the most favorable impression to! 
its merchandise, and to produce. the greatest 


& AT '@) N T possible effect out of its use ot color, torn 
B R oa E R S C (@) R P. | and beauty. 


t 


There are not many purely creative art 
HAMBUR G, NEW YORK | ists in this field in Europe, but they ma 
influence and inspire a new epoch and show 
new ways of display. In Switzerland we 

| HIGH CLASS see clearly that there is a trend toward dis 
CEDAR BARK | DISPLAY MODELS & DECORATIONS for | pensing with the traditional. During too 
FALL, CHRISTMAS & OTHER SEASONS | many years the display window has be 


handled exclusively by the designer — but 








@e CEDAR POLES in Papier Mache, Composition, Plaster, Wood, ete. | , ; ‘ 
e BIRCH POLES | INDUSTRIAL ART STUDIOS | display can not be improved through “postet 
: *xperience” alone. Dis ylay is a sort of pra 
4501 West Ist St. Los Angeles 4, Calif. | caper — Pia dea a 
@ CEDAR SLABS DESIGNERS & MANUFACTURERS | tical art in three dimensions, requiring sp 








e BIRD HOUSES | cial knowledge; the displayman has to be 4 
e@ RUSTIC & BIRCH sc or, a painter, an aesthete, a fasliot 
Send for the . AIR BRUSH | agate iinter, an aesthete, a ta 


DISPLAYS 
“in 1891 C A T A L 0 6 The postwar display, as seen in Europe 


@ RUSTIC FURNITURE yy 
must become an educator, a means 0! 1 
RUSTIC FURNITURE CO., Inc. ain ae auidiac aaa of wns the aia of civil 


Phone—Day: 68—Night: 147 zation—to give us new hopes. 


WILLIAMSTOWN, N. J. | eG - Suecaen conennte See. | At present many merchants over her« 
| say (as they did in a comparable pert 
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the first ¢ 
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OUR MINIATURE TORSO TREE 
(Saks Fifth Ave.—Better Jewelry) 


and... 
NOEL is hes 





FEDER INDUSTRIES, INC. 


116 W. 48th St. 


New York City 19 
Tel. BRyant 0922-2094 
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World War I): “We don’t need disy!ays 
now; we don't need publicity of any |} ing 
It’s merchandise we need; when we car get 
the goods, we can sell them without in, 


MESSMORE STU DIOS } kind ot advertising.” 
| But how short-sighted! Certainly the de 


mand for merchandise of all kinds will «on 
tinue for a while; sales will probably rise 
for months after the war ends—but one ay, 
and it may come suddenly, there will |: gin 
a downward trend and sales will sink ap- 


announce the creation of a number of original 


display promotions, featuring several circus num- 


bers, and available to a limited number of accounts & oo “elite: 
idly. We do not know when this will |\ap- 
exclusively | pen, but it seems certain that it will happen 
Then European merchants will regret any 


break in their display efforts and will lay 
to make up for lost time. It is for this 
reason that the intelligent merchant over 


Write for information or visit 


our studio when in New York. here is still making certain that his dis 
| plays are up to standard, regardless oi any 

merchandise shortages. It is these mer 

* | chants who are keeping their clients as faith- 

ful customers and who will continue to hold 


them, regardless of postwar development 


MESSMORE STUDIOS —_— 


| Detroit Displaymen 
404 WEST 27TH STREET NEW YORK CITY | | Conduct Classes 


The Detroit Display Club 1s conducting a 
series of classes in retail display, under thi 
| chairmanship of William G. Toll, Sam’s 





















bes SOK 45)° | Inc. The tollowing club members are dis 

cist ao Spee 5. W%o, \2 | } cussing the subjects listed below 
gie® pve ine 95 0 7 or? Frederick Anderson, Saks-Fifth Avenu 
"ab Prd 449-0090" URE “The Purpose of a Display ;” Oscar A. Luk 
30° * te a | The J. L. Hudson Company: “Merchandis: 
Meer i : | Selection ;” Patrick MeGruddy, Montgomery 
3 nd our us | Ward & So.: “Care of Merchandise; A: 
wn . FOR !liene S. Nichols, Ernst) Kern Company 





“Fixtures and Mannequins; George <A 
Heidt, Crowley Milner & Co.: “Coordina 
tion of Display with Advertised Merchan 
dise;’ Walter Grover, The J. L. Hudson 
Company: “Interior Display;” Ralph D 
Johnson, The J. L. Hudson Company : “Back 
ground Construction and Lighting,” and 
Arthur R. Sims, Sam's, Inc.: “Showcards 
Signs and Price Tickets.” 





| Larger Quarters 
| For Natt Levy 


aie | | 
No More Brownout! Natt Levy, who opened a display suppl) 


firm under that name approximately a yea! 


And Here's the Equipment for | ago in Baltimore, has been compelled. to 
Better Display Lighting | take much larger quarters at 5 South Hat 

| over street. The new showroom. will bh 

Color Kit With Spotlight Holder . . . Just occupied late in May and will be among 
what you need for decorative lighting and to the most attractive in the country, Levy re 
spotlight a special portion of your display. ports, and adds that his company has bee! 


. The following lenses are furnished with 
each kit: Red, Green, Blue and Amber. Color 
Kit, complete, $1.50. Spotlight Holder, com- 
plete with cord and plug, $1.50. Birdseye 
Reflector Lamp—150 watt—95c each. 


NATIONAL HANGER CO., INC. | McGinley, Elgin, 
253 W. 26TH ST. BRyant VOL 7 NEW YORK CITY | | In Service 


Formerly in charge of display for Acke- 
mann Brothers, Elgin, Ill, Franklin M 


appointed distributor in its particular t 
tory by L. A. Darling Company and tor 
lit 


thie 


Mayorga “Mannequin of Tomorrow" 

















USE THE Ginley is now in the U. S. Army, and re- 
Mohickti Style \ | G am OPPORTUNITY EXCHANGE | ports that he “can't kick a bit about arm) 
ALL TYPES—FOR MANNEQUINS For any WANT AD purpose: life.” His address is Pvt. F. R. MeGinley 
!so Complete Line of Wiggers Supplie POSITION WANTED POSITION VACANT | | 36936838, Co. C., 9th Btn., ARTC, Fort Knox 
AT POPULAR PRICES DISPLAY EQUIPMENT FOR SALE Kentucky. 
32 WEST 20th S REPRESENTATIVES WANTED } : Pere , : 
ARRANJAYS WIG CO., New ‘York’ city $3.00 Per Column Inch CASH WITH ORDER eee ee ee 
Telephone Chelsea 3-8341 directed display for Block & Kuhl, Elg 
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SE Cappy$Co. 

Pirtebureh 22, Penna. 
“Standard Displays 
Cleveland 2, Ohio 
Tom J 
Seattle, Washington’ | view 
New England Decoratot’s > *, “25> 
ly Co. ee 

Boston 10, Mass. 

The Fixture Mart, inc. 

‘Chicago 6, ltl 
Syd Jackman Co. 
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Gorn Gall... 


WINDOW-HEIGHT, 
COLORFUL PANELS 


No. 612... . Wild Geese Mural. Colorful geese in flight, mag- 
nificently portrayed and screened in nine Fall colors on seamless 
paper. May be cut down for smaller height. Size 40'' wide by 
90" high. Each $6.95 


No. 613... . Cattail Muralette. A natural effect smartly screened 


in nine autumn colors on seamless paper. (Illustrated left and 
right.) Size 20" wide by 90"' high. Per pair $6.95 


The unusual size of these murals, especially when displayed in 
combination as illustrated, makes an ideal and effective complete 


background. 
“Everything for Fall” 


Now on Display in our Showrooms — Artificial Flowers, 
Decorative Papers, Panels, Floorings, Mannequins, 
Fixtures, Accessories 


WRITE FOR FALL CATALOGS... 
JOBBER INQUIRIES INVITED No. 613 


DISPLAY MANUFACTURERS MART, INC. 


34 WEST 35TH ST. Wlsconsin 7-6800 NEW YORK | 





No. 613 
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VISIT 


GARRISON-WAGNER’S 
Chica 


20 East Congress SHOWROOM WABash 7081 


Beginning JUNE 13" 


SEE A COMPLETE SHOWING OF 


FALL --- XMAS DISPLAYS 


During the Week of June 18 to June 22 
the following Salesmen will all be in Chicago to Serve You 


ELMER BROLL JOE MERCURIO 
TOM HUGHES I. T. VIERHELLER 
HENRY LAMBACH AL WINGROVE 





























JAY McMILLAN BILL WOTTRICH 
GARRISON-WAGNER COMPANY 
Home Office—1627 LOCUST STREET ST. LOUIS 3, MISSOURI 












The TACKER 


that has kept pace 
with War Needs 





ZEA P = 








. 





Plywood assault boat built with Hansen Tackers. {ssociated Press 
HW irephoto, by Signal Corps Radio. 


—tacks plywood in building Assault Boats, Airplanes, Radio Housings, etc. Also used in 
tacking camouflage, displays in public relations and recruiting. It went with Display Men 
TO war and will RETURN with them. Recognized as NECESSARY —in war and peace. 


HANSEN Lg .L.HANSEN MFG. CO. 








5041 RAVENSWOOD AveE.. CHICAGO 40. ILL. 


Zaria Plans Exhibit 
At Art Gallery 


Zaria, display studio specializing in 


| ations of papier mache and related medi. js 


planning an exhibition under the tit! 
“Art in Display” to be held for the last 
weeks in June at the Norlyst Art Gal!«ry, 
59 West 56th street, New York City. Ziria 
is located at 461 Sixth avenue, and is u 
the direction of Mrs. Berthe Hazard. 


Schack Remodels 


Showrooms 

A complete showroom remodeling prog: am 
has just been completed at Schack’s, 
319 West Van Buren street, Chicago, a 
lines designed to suggest display ideas to 
visiting displaymen. On view are numerous 
items for back-to-school, fur promot 
autumn and Christmas mee 


Change Of siti 
For Malros 

Formerly located at 69 Fifth avenue, the 
Malros Company is now in much larger 
quarters and has greatly improved facilities 
at 509 Hudson street, New York City 14. 
Among the firm's products its ‘“Colo-Cal,” 
the colored mineral used for decorative floor 
covering and spot ornamentation; another 
product is called “Shimmery Snow.” 





| Feine Trimming Company 
| Takes Over Building 





Feine Trimming Company, Inc., has taken 
over the entire building at 25 Kingston 
street, Boston 11, next door to the premises 
occupied previously. The firm stocks a com- 
plete line of artificial flowers, fixtures, fab- 
rics, grass mats, and related display items 
The Feine factory continues at 1375 Boylston 
street. 





Britain Turns On Lights 

. But Not For Display 

British lights went on again the night of 
April 23, except for a 5-mile zone along th 
country’s perimeter. The ending of the long 
blackout did not bring illumination to dis 
plavs and electric signs, however; these art 
still out as part of the fuel conservatiot 
plan 


Displayman's Father 
ls Dead 

Funeral services were held recently 
the aged father of John Rosenberg, displa) 
manager for Abraham & Straus, Brookly1 


Weiss Resigns 
At Union Company 

The resignation of Carl Weiss as displ 
manager for The Union Company, Colun 
Ohio, has been announced; he had been 


| the firm for a number of vears 


| Display Factor's 


Mother Dies 

The mother of Francis Baker, sales 
resentative for Samuel C. Dutch & 
Buffalo, died on May 2. Burial took | 
N. Y 


in Oneonta, 
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Invitation -- June Visitors 
Presentation of Zeppen-tield latest 


HOLLYWOOD MANNEQUINS 


Creator of the finest and maker of the most 
distinquished papier mache mannequins 


SEE THEM IN: 
New York City---Hotel Pennsylvania - - June | to 15 
Chicago---Hotel Stevens - - - - - June 18 to 30 


Everyone cordially welcome to our exhibits in New York and Chicago 


W. M. ZEPPEN-FIELD STUDIOS 


923 N. COLE AVENUE HOLLYWOOD 38, CALIFORNIA 














Come — See Our 
Showing of Outstanding 


FALL & XMAS IDEAS 


CHICAGO NEW YORK 
STEVENS HOTEL HOTEL NEW YORKER 
JUNE 18th to 21st JUNE 25th to 29th 


Grant & Silvers, Inc. 


Victor A. Grant Creators of Decorative Ideas 


Al Smith in attendance LOS ANGELES, CALIF. 
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Hexco LUCITE 
DISPLAYERS 
by Hecht 





FOR MAXIMUM 
SHOE DISPLAY ALLURE! 
To enhance the eye-appeal of your qual- 
ity shoe merchandise . . . use u/tra-smart 
displayers of Hexco Lucite. 
All Highly Polished and Buffed Edges 
Mexco LUCITE Prices 
8°, 12° of 16" Shoe Stands 
Midget Shoe Stands perdozen 21.00 
Hand-Bag Easels per dozen 7.50 
9 Hosiery Stands each 3.95 
18° Hosiery Stands . each 4.95 


Write TODAY for “HECHT'S Glamorous Glass” 
usplayer Circular! 


HECHT FIXTURE CO. 


Since 1892 
212 So. FRANKLIN STREET ¢ CHICAGO 6, ILL. 





each$ 5.95 




















PEBBLE-TEX 


For copy cards, scrolls and cut-outs 


SIX SUN GLOW COLORS 
AND WHITE 


Exclusive Distributor 


W. C. HURLOCK 


4105 Taylor Ave. Drexel Hill, Pa. 
SAMPLES ON REQUEST 

















Largest and most complete stock 
of Display Materials carried in the 


NORTHWEST 


MANNEQUINS @ RACKS @ HANGERS 
ARTIFICIAL FLOWERS @ GRASS MATS 
BACKGROUND PANELS @ LUCITE 
FIXTURES @ STAPLES @ FACIL FAB 
FLAGS @ DECORATIVE PAPERS 
SEND FOR CATALOG 


DISPLAY MATERIAL 











1417 FOURTH AVENUE, SEATTLE 1, WASH. 








ePlease Mention DISPLAY WORLD 
When Wuiting Advertisers 
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comment on the present 
the display 


(The following 
display budget situation 
director of a group of department stores; he 
asks to remain anonymous.—Ed.) 

Naturally I don’t consider myself an ex- 
pert on the subject (of budgets) and some 


is by 


stores even now may be operating their dis- 
play departments on a budget basis. Our 
organization and several others with which 
have temporarily 
Under present 


I have intimate contacts 
tossed expense budgets out. 
conditions, budgets, if they 
would have to be revised almost weekly in 


order to meet the rapidly changing markets. 


were set Up, 


Both manpower and materials have been in 
a constant state of flux for over two years; 
it is almost impossible to anticipate today 
the cost of carrying out a display program 
one month trom now. 

| believe aggressive stores recognize this 
1 their display 
flexible basis. 


condition and have allowed 
managers to operate on a very 
Most display 
freedom. with 


popular price stores, however, have gone on 


managers are using this new 


excellent judgment. <A> few 


a spending spree that may have unhappy 

repercussions when the going gets tough. 
The present situation as a whole, never- 

theless, tends to develop the fundamental 


basis of good budgeting—the need for plan- 


ning ahead. Supply shortages and slow de- 


MAY, 1945 


liveries have forced all displaymen to 6 
better planning job. When the day re: urns 
when expense limitations are again 1 ces- 
sary, we will do a better job of establi- in 
and living within budgets. We also w: | fy 
better fortified with facts to justify a j rac. 
tical budget to accomplish the type and 
character of promotional program thx re 
management wishes to adopt. 

(DISPLAY WORLD asked an honorably 
discharged serviceman, returning afte: av 
eral years to retail display, to expres. his 
thoughts on changes that have taken ) lace. 





how he adjusted himself to the new condi- 
tions, and so on. His letter follows. d 

In getting back to display after leaving 
the service, at first I felt a little nervou and 


“shaky” because I didn't know how I would 
fit in with the new speedy trend of doing 
things up in a hurry and still trying to do 


By keeping my eyes open every 
travels about, and with the as 
DISPLAY WORLD, I feel that 
stride a lot better than | 
had anticipated. Of course it’s hard to get 
accustomed to buying things, 
prices seem much higher and shipments ar 
but with all of this we seem to get 
time way. Whil 


them well. 
day in my 
sistance of 
I'm hitting the 


because th 


SO slow ; 


our work done on some 


in the service, the work I did pertaining in 


any way to display consisted of plain, simpl 
things in two or three now witl 
the abundance of 
and papers that are in 
shade or tint, there is no limit to what cai 


colors: 
new 
every conceivabl 
be produced. 

One thing in particular I note: 
due to the necessity of having to use new 
the scarcity of help, displa 


either 


materials, or 





—The speakers’ table at the recent meeting of the Ohio Display Association in Cleveland. In 

the usual order, C. H. Fadem, Lyon Tailoring Company, Cleveland; Joe E. Vent, Rike-Kumler 

Company, Dayton; President E. A. Osterland, Wm. Taylor's Son & Co., Cleveland; H. H 

Bredlow, War Finance Committee of Ohio; B. W. Newell, Taylor's, Cleveland; Phil Tousteen, 

War Finance Committee of Ohio; W. H. Gray, Cleveland Retail Merchants’ Board; M. L. 

Black, Strouss-Hirshberg Company, Youngstown; Nathan Silverblatt, DISPLAY WORLD; Ken 
Liggett, Eaton Manufacturing Company, Cleveland— 


water-soluble colors 
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has taken a big stride ahead in the eyes of 
all concerned. Perhaps it is the old story 
of added attention and appreciation for any- 
thing that ts hard to get or difficult to do. 

lhe use of wood, plaster, plastics, papier 
mache and glass in place of metals has made 
for a better, more beautiful type of fixture 
and set-piece. Then, too, it seems that more 
brilliant colors have been conceived to bring 
more attention to the merchandise. Sim- 
plicity seems to be the theme, with a push 
on the dramatic side—with less merchandise 
and more emphasis on the few pieces dis- 
played. 

\nother thing that I noticed is a trend 
back to the hand-lettered showeard, in which 
I was always a great believer. I have al- 
wavs telt that the machine-lettered cards 
were very neat and good in their place for 
interior signs or repeated copy; but for win- 
dows I have always felt that they lost the 
punch and personality that a hand-lettered 
card has. I don't necessarily mean that 
such individual signs must be gaudy or 
shriek in color selections, but must fit the 
merchandise on display. 

Judging from material in) DISPLAY 
WORLD, it looks as if interior display is 
becoming more important all the time. 
Which reminds me that while in the service, 
I noticed during the first brownout on the 
East coast that the stores and shops had a 
great many new. spotlighted ledges and 
points of interest to attract the shoppers’ 
attention to a given item. During the brown- 
out their windows and entrances were of no 
value at all. Mannequins, fixtures and set- 
ups were used for interior display that had 
always been associated only with windows 
in the past. 

(While speaking of the East, I thought 
the three-dimensional exhibits in Grand 
Central station were a good example of 
selling a product through the use of color 
and depth.) 

When I left for the service, I felt. that 
women didn’t belong in our work. I have 
changed my mind. From my first impres- 
sions on returning, I think they are doing a 
great job. They help with the feminine 
touch that aids in putting a display over to 
the woman shopper. 


In conelusion, it seems that the display 
manager's job is becoming more important 
throughout the country. The pay scale is up, 
and since there is a shortage of experienced 
displaymen there is more appreciation for 
them by store management. I don't believe 
the pay scale is up just due to the war, but 
also because experienced men are badly 
needed in this field. 


I hope that all those who left this field 


because of the war will return to it, and 
that we will have many more new ones com- 
Ing in; we can all use young, fresh, new 
leas in the great, progressive display field 
lorrow. — Charles Brinckley, display 
Manager, Ackemann Brothers, Elgin, [1]. 


Rosner On Trip 
To West Coast 
\ 


Sel; 


We 


Rosner, display manager for H. P 
Company, Louisville, is shopping the 
ast display resources. 
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IT’S IN THE FINISH - - - 


“Skin-tone” 


BUST 
FORMS 


A natural Skin Tex- 
ture lacquer finish. 
Chip, Crack and 


Peel Resistant. 


FOR 
LONGER 
SERVICE 


No. 3 $3.75 each 


OUR OWN EXCLUSIVE FINISH. 
LESS EXPENSIVE BECAUSE OF 
ITS DURABILITY AND LONG LIFE. 





No. 4 $4.00 each 






; . “OTHER FORMS AVAILABLE 
Ha ee 


WHEN IN CHICAGO VISIT OUR SHOWROOMS — IT PAYS 












Important Announcement 


Increased Production Now Enables Us to Accept Orders for 


MANNEQUINS 


in Women's Men's and Children's Models 





For Delivery in 


THREE WEEKS 


Or Less, If Necessary 


The quality and durability of our mannequins are well known throughout the 
trade, and our fast delivery service is possible because of improved produc- 
tion facilities. Write at once, stating your requirements, and we will respond 
promptly, giving you guaranteed shipping date. 


SEE OUR NEAREST JOBBER OR WRITE DIRECT 


DISPLAY MANNEQUIN, INC. 


257 W.. UPR SF. NEW YORK CITY 
THE FIXTURE MART, Inc. SHUR-NUFF DISPLAY MATERIALS 
314 W. Jackson Blvd., Chicago 600 First Ave., N., Minneapolis 3, Minn. 


LEWIS FIXTURE CO., 224 E. 9th St., Los Angeles 15, Calif. 
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For Darling 

Plans for an enlargement of the firm's 
New York City office, the establishment of 
an office in Chicago, the formation of a 
national distribution system for the com- 
pany’s products, and the expansion of fa- 
cilities for the export trade are all included 
in the postwar program of L. A. Darling 
Company, Bronson, Mich. 

The New York City expansion will prac- 
tically treble the present office and show- 
room space at 47 West 34th street, according 
“ICE”—For Seasonal Effects and for to Trowbridge Stanley, president; Carl 
Borders and Islands. O'Keefe, vice-president, is im charge of the 
COLO-CAL Line is used by Leading | Eastern office. 

Department, Chain and Independent 

Stores in the United States and Canada. | ; 
Sa San Francisco Conference 

Check Your Requirements NOW with z a 

Your Jobber Contact Us Direct, if Inspires Local Displays 


Necessary. Most of the important retail stores in San — and price list ‘“W"’ 
GLASS FLOSS—The Thinnest Glass | Francisco blossomed forth with special dis- | ~~ 
Fibre in Condensed Mat Form and in | plays in honor of the World Security Con- 


Hanks. Pure White—Extremely Fluffy 
Marvelous Coverage — Super-Fine 

Texture, Will Not Break in Handling 

~Cuts Easily—Sold by Weight. 


MALROS COMPANY 


509-511 Hudson St. New York 14 


‘Life and Luster’ for Your 
Window Floors and Interiors 


COLO-CAL 
The Colored Mineral in CRYSTAL 
and FINE (sand) Form. Many Colors 
Any and All Colors Will Blend. 
Very Good Coverage. 
SAFE — FIREPROOF . 
“SHIMMERY SNO” Is Fireproot 


and Vermin-Proot—Can be walked on. 


Expansion Program | 
| 






DISPLAY 
MORE GARMENTS 


in less space with 


SAMSON 


the guaranteed 









soundly engineered 


GARMENT RACKS 


Write for 


complete catalog 








ference which opened in that city on April 
25. A few, however, made no departure 


ADD 


Store Equipment & Fixture Co. 
DESIGNERS © DISTRIBUTORS 
223 ORANGE ST., NEW HAVEN 10, CONN. 


from the usual merchandise displays. 

The most elaborate presentation was ar- 
ranged by William Scharninghausen, display 
director for the City of Paris, in 46 windows. 
Costumes and merchandise from the partici- 











pating nations were featured, along with 
signed messages from the chiefs of state. 








Attention Displaymen! 


Lloyd's 
ANAGLYPTA 


fills many a display want. Hun- 
dreds of designs. It is unique. 


Hartwell Heads 
Store Drive 

George Hartwell, display manager for L. 
Hammel Dry Goods Company, Mobile, has 


“When the Lights 
— Go On Again---” 


Will your manikins be in perfect condi- 
tion? Do they look fresh and clean? Are the 
wigs falling apart? Remember—your lights 
are going to be BRIGHT, and in the interest 
of Good Merchandising, be sure your mani- 





been appointed chairman of the store’s Sev- 
enth War Loan drive. Hartwell has been 
chairman of all Hammel’s War Loan cam- 
paigns since the Fourth, when the store sold 
more than $380,000 in Bonds of all denomi- 
nations. This time the goal is to sell well 


kins will be ready to meet that severe test. 


WE can be of service to YOU, in many 
ways —repairing and refinishing manikins; 
cleaning and redressing your wigs; new wigs; 


over $100,000 in Series E Bonds alone. 


Findlay Joins Joske's, 





Anaglypta simulates ornamental 
plaster perfectly. It is a molded 
product of rag stock, light in weight 
and durable. 





even supply you with a wonderful, modern San Antonio 
manikin cleaner—‘‘Refresh.” 


Hundreds of designs including cor- 
nices, moldings, and decorative 
treatments. 

Inspection Invited 
Write attention Mr. Ryan or Mr. 
Ferreri for samples of display 
papers. 


W. H. S. LLOYD CO., INC. 
48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 


Robert Findlay, who resigned recently as 
Write for full particulars regarding these display manager for Carl's, San Antonio, has 


services for you. 


REFRESH 


sells for | 


$4 Gal. — $1.25 Qt. 


| . | 

Everett M. Bridge 

| 991 Main St. Buffalo 3, N. Y. 
MANIKIN REPAIR SPECIALIST 


taken a similar position with Joske’s, of the 
same city. He replaces Joseph Reich, who | 


home furnishings annex. Findlay was at one 





1 
| 
| 
H 
is now assistant manager of the firm’s new | 
time with Maison Blanche, New Orleans. | 
| 
j 
| 


Tunick Representative 
To Shop Market 

Caesar Warshauer, representing Herman 
Tunick’s display specialty company, 150 | 
Powell street, San Francisco, will arrive in | 
New York City on May 16 to investigate the | 
local display market for fall and Christmas | 
merchandise. He will stay at the Barbizon- 

















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 


IMMEDIATE DELIVERY 


Plaza and expects to remain in the East for 


e FOR KLING-TITE No. 34 | about three weeks. 
e FOR HANSCO T-2 

e FOR HANSCO 44-46-48 | 
e FOR COMET 
e FOR MARKWELL 

e FOR SPEEDOMATIC 


and most all other machines 
We invite your inquiry 


GENERAL STAPLE CORP. | an incorrect price being quoted on heavy 


vucca poles. The price sl ave been S$ 
239 Fourth Ave. New York City 3 yucca pole le price 1iould have been $6 





Correction On Price 
Of Yucca Poles | 

\ typographical error in the advertisement 
for Modern Displays, 1212 “G” street, N. W., 
Washington 5, in the April issue resulted in 





LEROY W. FRYMAN 
Fixtures, Materials & Equipment 
DAYTON 2, OHIO 





Keith Theatre Building 











| each, instead of $9. 
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THINK THIS OVER 


[Continued from page 64] 


Kristowski has joined Frank’s Department 
Store, Chicago, and reports a fine store with 
a tine personnel. 


Lieut. Richard J. Adler, one of the sons 
of Joe Adler, of the Adler-Jones Company, 
Chicago, is now on Luzon. He started with 
MacArthur and his first army at Buna 
nearly three years ago and has made 10 
landings since that time. He has received 
the Silver Star, and just recently was award- 
ed the Bronze Star for meritorious service 


He is transportation officer. Dick has been | 
gone nearly three and a half years, and his | 
baby born after he left has never looked | 


into his father’s eyes. Let’s hope it won't 
be much longer, Dick. . . . Joe Adler, Jr., 
is now in France or Belgium and is a tech- 
nical sergeant and sergeant-major of a Pho- 
tograph Reconaissance Squadron. Gone two 
years from Chicago and naturally would 
like to take a look at State street with Joe, 








Sr., walking down it... . August Macaluso, 


displayman in the chain store field, has 
joined Adler-Jones in a varied capacity. 
Clement Kieffer, Kleinhans Company, is 
still pulling rabbits out of the hat and giv- 
ing Buffalo the same magic men’s display 


despite lack of help. Only one man left in | 
his department—Sam Grossman. The others | 
are still fighting for Uncle Sam—William | 


McCauley, Atlantic City; Henry Hess, Pa 
cific theatre; Jack Kinmartin, California; 
Dick Delaney, Marines, South Pacific. 
Thirty-three windows keep Clem and_ his 
crew busy, proving my point about the 
magic. Clem won first in state and regional 
in the Sixth War Loan contest. He says: 
“T have two ready tor the Mighty Seventh 
and four peace day windows ready... . . 
Angus Nelson, brother of Silas B. Nelson, 
Doerflinger’s, La Crosse, Wis., has resigned 


after 22 years of working together at the 
same store. Angus is going into the soft 
drink business. .. . Frank Billock, S. & H. 


Sport Shop, La Crosse, is still in the navy. 

Sidney Anderson, Oreck’s, Duluth, was 
recently appointed first reader of the Chris- 
tian Science Church of Duluth. . .. Paul R. 
Pierce, display manager of the Sisson Bros. 
Welden Company, Binghamton, N. Y., is in 
the midst of the store’s 103d Jubilee and a 
large remodeling job in the men’s and boys’ 
clothing departments. Clyde Anderson is his 
assistant. Like many other display depart- 
ments, they need more help. 


Display is a seven-letter word and a very 
timely one tor the Mighty Seventh War 
Loan drive... . Carl V. Haecker, assistant 


director of sales promotion, W ¥. Grant 


Company, 1441 Broadway, New York, was 


recently appointed chairman of the display 
committee 
\nd now for this closing gem. ... A 
lost a diamond ring in a Chicago 
theatre and after the last show the ushers 
turned on all the lights but with no results. 
Detective James Traut stepped in on the case 
ind said: “You've got to give diamonds the 
right kind of light.” So he ordered all the 
Ouse lights off and pulled out his flashlight 
and atter a few minutes the faint ray spotted 
“Moonlight is still better,” com- 
ment Traut. Dare I suggest that the 
Jews store of the future be equipped with 


t for illumination ? 
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“NEW MANNIQUINS FOR OLD” 


Your choice of hair- 
do, color and face. 
ote Complete new bust, 


% a wig, and face. 


/ 
; *49.50 
a 3 
> {= 
1 - 4 & Visit our beautiful 
‘ wd) display rooms 


~¥ 
t 


YOUR OLD MANNIQUINS RESTYLED FOR LESS 
THAN HALF THE COST OF A NEW ONE 


Modern, attractive manniquins created from your outdated figures. 
Complete job within two weeks after arrival. Write for particulars. 


MIDWEST MANNIQUIN DISPLAYS 


532 N. WATER ST. MILWAUKEE 2, WIS. 
MANNIQUINS; RACKS; DECORATIVE DISPLAY MATERIAL: 
METAL, WOOD, AND LUCITE DISPLAYERS; NOVELTY PAPERS 











Custom hilt Displays... 
CHRISTMAS and FALL 


...a complete line of over 120 items in Exclusive 
Design for the Department and Specialty Store. 


GRIMM LAMBACH 


Room 12A, Stevens Hotel 


DEALER IDENTIFICATION DISPLAYS, PRO- 
MOTIONS AND EXHIBITS ESPECIALLY FOR 
THE NATIONAL ADVERTISER. 


ADVERTISERS DISPLAY & EXHIBIT, Inc. 


Room 12A, Stevens Hotel 
WEEK OF JUNE 18-25, 1945 











USE THE 


OPPORTUNITY 


EXCHANGE Christmas 
For any WANT AD purpose: DECORATIONS 


POSITION WANTED QUALITY MERCHANDISE 
POSITION VACANT DEPENDABLE SERVICE 
DISPLAY EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED North American Evergreen Co. 


EVERGREEN 




















$3.00 Per Column Inch — CASH WITH ORDER | COOK, MINN. 











@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 















NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 














145 to 151 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 














DISPLAY LINE WANTED 


California company (8 salesmen covering 15 
Western States) desires the representation 
of a manufacturer of better display items. 
This company now selling plastic fixtures to 
all leading stores. 


Address “‘C. C.,’’ care Display World 


LEROY W. FRYMAN 
Fixtures, Materials & Equipment 
DAYTON 2, OHIO 











Keith Theatre Building 











THAYER & CHANDLER AIRBRUSH 


the particular artist 


end for Catalog i>d , 


THAYER & CHANDLER 
O10 W.VAN BUREN ST.,_CHICAGO.ILL. 


NATURAL WOOD LETTERS 


Window Name Plates, Store Directional 
Signs, Desk Name Plates Made to Order 


DISPLAY CRAFT 


963 Lake Dr., S. E., Grand Rapids 6, Mich. 














SHEET SIZE 26” x 40” FOR 
Display Backgrounds and Paper Sculpture 


MARQUARDT & COMPANY 
Display Paper Division 
155 SPRING STREET NEW YORK 12 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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—By Sidney Ring, Saks-Fifth Avenue— 


NEW YORK DISPLAYS 


[Continued from page 17] 


giraffe, ostrich, camel, monkey, seal and 
lion in the adjoining windows. In_ each 
display, the Hower color serving as a trim 
for the circus animal tied up with the ac 


cessory color of the mannequin’s costume. 
In four windows at Franklin Simon's, ac 
cessories were keyed to the era of Romney, 
Manet, Renoir and in the illustrated display 
to Boucher—with the backwall accordingly 
wall paper with French 
Set just back of the large gilt 
frame was an enlargement of a Boucher por- 


finished in a 


gray 


swag pattern. 


trait, while in the foreground of the frame, 


Winston Jones used a figure in much _ the 
same pose as that of the painting. This re- 
flection, in the manner of the artist, was 


continued in the coiffure, hat and pale pink 
blouse. All accessories in each display were 
keved in the last detail to the era of the 
Furniture and bric-a-brac 
period 


chosen painting. 
the 
Jones as display props in preference to con- 


carrying out were chosen by 


—By Arthur Halpin, Hattie Carnegie— 











MAY, 





1945 


OPPORTUNITY 
‘ EXCHANGE « 





(Additional Opportunity Exchange Ad- 


vertisements appear on page 103) 





Display Manager Wanted 


Progressive, leading department. stor« 
Midwest 


display manager who can design and ey 


looking for energetic, capa 
cute outstanding window and interior dis- 
plays and be prepared to submit phi 


graphs and past work. Excellent op] 








tunity tor advancement. 
“ce 9 
Address “‘G. M. 
Care DISPLAY WORLD 
WANTED 
Display manager desires change to department 
store position. Fifteen years’ experience 
large department stores and women’s speci 


and South. Familiar with 
production, installation of 
Salary not under 


DISPLAY WORLD 


shops in North 
chasing, shop 
dows and_ interiors 


Address “CC, L. G;,"" ‘care 











structed fixtures. Thus, pearls, pink flowers 


pastel pink and blue blouses, gloves and 
bags were shown on gilt chairs, scree 
cabinet, figures. In keeping the furniture 


subordinated to the merchandise, the panels 


of the screen were ripped out, thereby show 
the gilt The floor of the 
window was painted a delicate pink. 


ing only frame. 

“Bright as Sunshine—a new sports series 
in California Authentics in Indian War Bon- 
net print” was the descriptive card copy 11 
a series ot Bloomingdale windows where 
Joseph Dultz created a realistic Indian at- 
mosphere through the use of a totem pole. 
exact original. The 
symbols were painted in the original colors 


replica of an carved 


and arrowheads, brilliant war bonnets, toma- 


hawks, cactus and desert grasses wert 
grouped on the pink sisal covered floot 
“Black is Dynamite under the Sun” was 


the announcement used by Display Director 
six windows at 


mannequll 


Sidney Ring in a series of 
Saks-Fifth Avenue. <A 
was posed before a three panel screen; the 
painted 
center panel in each display created the ex- 


single 


outside panels were white. Th 
plosive atmosphere by using red, green an 
yellow oils splashed on a black background 
this combination of colors repeating those 0! 
the featured merchandise. The floor oi th 
window was black. 

In announcing Hattie Carnegie cosmetics 
Display Director Arthur Halpin of that firn 


carried out a green and white color theme 
for the pastel blue cosmetic containers 
Against an upright white panel was appli¢ 
an emerging half-figure sculptured ot wit 
and laced with fern which was held tight |! 
invisible green silk thread. An_ ela)orat 


floral headdress, necklace of pearls, an 


flowers for the hands made the figure evel 


more resplendent. Ivy used to wt 
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series 
Bon- 
py i! 
vhere 
n at- 
pole, 
Arve 
olors 
foma- 


wert 


Was 


recto! 














has. of the figure to the background was 
continued as trailing sprays around the cos- 
me containers attached at graduated ele- 
vations to the panel, each container being 
topped with a little bunch of lily of the 
valley. White pebbles were scattered among 
the cosmetic groupings on the white base 


and white pots of pure white blooming 
azaleas were placed to either side on the 
green seamless paper floor covering. The 
dress was green and white striped, accom- 


panied by a green alligator bag and white 


Mary Merrill Wins 

New York Contest 
First 

held in 


prize in the local display contest 
connection with the New 
York Fund campaign has been awarded to 
Mary Merrill, display 


Goodman. Sidney 


Greater 


Bergdort 
Ave- 


Robert 


manager, 
Saks-Fitth 
nue, won second, and third went to 
Milgrim’s. The 


Ring, 


Reitz awards consisted of 
scrolls of honor. 


The Lights Go On Again 
In Display Windows 

One of the displaymen found to 
be grateful V-E day was the with 
drawal of the War Production Board's order 
Many 
stores turned their lights on as soon as the 
oficial word 
man, while 


things 
for on 


barring lighting for window display. 


was issued by President Tru- 


others which had already de- 


clared the day a holiday resumed normal 


display lighting the following morning 


\ll told, the lighting ban was in effect 
slightly more than three months, during 
which time a considerable amount of coal 


was saved, according to a report trom WPB 


DISPLAY WORLD 


Although lifting the restriction for the pres- 
ent, it was pointed out that 
stockpiles are increased during the summer 
months it 
brownout this 


unless coal 


may be resume the 


fall. 


necessary to 


Artex Corporation Enters 
Mannequin Field 

The Artex Corporation, St. 
nounces through its president, L 


Louis, an- 
S. Schnei- 
der, a new line of mannequins and display 
anatomi 


novelties. “The mannequins are 


cally correct, perfectly balanced, properly 
styled and expertly built of papier mache by 
experienced mannequin craftsmen of more 
than 20 years experience,” Schneider states. 
“They will feature plastic hands which are 
practically 
two-piece 


shoulder fittings.” 


unbreakable made with 


adjustable 


and are 


bodies; arms have 


Artex also announces a line of displayers 


which feature caricature figures of humans 


and animals, in plaster and papier mach« 


and in full- and half-relieft. The figures sup 


port plate glass trays. 


"War's End" Guess 
Wins Bond For Pearl 

Back in March, 1944, Korrect-Way Dis 
Products, of St. Louis, used a page 
DISPLAY WORLD to in- 


vite guesses as to when the war in Europe 


play 
advertisement in 
would end. John Pearl, publicity director, 
The Namm Store, Brooklyn, was the winner 
ot the $100 War Bond offered by Korrect- 
Way with a guess of May 15, 1945. The guess 
was surprisingly good, since at the time the 
advertisement appeared everyone was rela 
that the would end in 


tively certain 


1944, 


Wal 





—This is one of the battery of windows with which J. Roy Stewart, Barker Brothers, Los Angeles, 


greeted the news of victory over Germany. 


Strictly speaking, it is not a photograph of part of 


the group of displays, but a preview set up in miniature back in October, 1944. The actual 
displays consisted of the theme illustrated here, done in the form of large oil canvases which 
were kept rolled up at the back of the glass in readiness to be dropped at a moment's notice. 
The background shows a low horizon and a vast depth of sky, against which the flags appear 


among foliage at the left and right— 


FACT, FUN and 


FANTASY in DISPLAY 


TO MEET YOUR NEEDS 
IN ALL MEDIUMS 


Fall and 


ready Vv 


Christma 


1 
ist 


Line of 


Our outstanding 
displays will be 


June 


TALLY-HO Display Studios 


New York City 16 


150 E. 28th St. 











TECHNICOLOR 


Background, Art and Display Paper 


The flat decorative paper in beautiful dull 
“Antique” finish color. The most widely used 
paper today for: Window Display Back- 
grounds, Shelf Lining, Scroll Type Streamers, 
Banners and Posters. 

Colors for all seasons. 
sions. 

Posters made on Technicolor Paper com- 
mand attention. 

Can be used with air-brush or water colors. 
Will not bleed. Dull coated one side—all 
vivid colors. 


Colors for all occa- 


GROUP B PASTEL COLORS 
DP-1903—Light Green DP-1921—Light Butt 
DP-1914—White DP-1922—( anary 
DP-1915—Light or Yellow 

Sky Blue DP-192 Primros 
DP-1917— Topaz Yellow 
DP-!918—Chinese Yellow 
Roll 36 in. wide by 75 ft. long 
Per roll $2.00 

GROUP C MEDIUM COLORS 
DP-1907—Orchid DP-1928— Blossom 
DP-1913— Black Pink 
DP-1920— Brown DP-1932 stright 
DP-1925—Orange (ireen 


Rolls 36 in 


Per roll 


oie tow 5 Sas tee $2.10 


GROUP D DEEP COLORS 
DP-1904—Dark Green DP-1916—Deep Blue 
DP-1911—Bright Red DP-1930—Purple 
DP-1912—Dark Red 


Rolls 3¢ 


36 in. wide by 75 ft. long 2 35 
Per roll . 


GROUP E 
DP-1926—Silver Techni-Foil Imitation fotl 
paper with high lustre metallic coating 
Rolls 36 in. wide by 75 ft. long Roll. $3.95 


GARRISON - WAGNER CO. 


1627 Locust St. St. Louis 3, Mo. 
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WANTED 


DISPLAY DESIGNER ... 


design for merchandising. 


with desire to develop toward all phases of 
Product and package design . . . store design 


.. interior departmental design . . . fixtures and equipment . fune- 


tional layout . . . special displays, ete. 


who is looking 


DISPLAY POSTER AND LETTERING DESIGNER ... 
for an opportunity to express his ability. Must be tops in layout and 
lettering suitable for reproduction. Must be able to design lettering for 
special layouts when not following standard ‘type faces. Art technique 
should lean to simplified treatment. Should not be one who is classified 
as a card writer or theatrical poster artist at the present time, however 


this background would be helpful. 


INTERIOR DISPLAY MERCHANDISER .. 


counter displays, but a merchandiser with ideas that start with the mer- 


. Not just a man to arrange 
chandising function. Must understand the principles and value of 
sales and space relationship and the importance of interior arrange- 
ments that simplify selling and facilitate stockkeeping. A man who 
entered retailing through display but later shifted to merchandising or 
sales promotion would have the ideal background for this position, pro- 


Must be 


able to analyze sales figures and must know how to express results of 


viding he sees opportunity in further display development. 


findings in the form of store arrangements to be photographed for 


duplication in field. 


FIELD STORE PLANNING AND DISPLAY REPRESENTATIVES 
Several positions open for merchandising minded field repre- 
sentatives with chain store experience. These men will be responsible 


for planning store layouts, supervising fixture installation, and 
arranging merchandise stocks and displays as per plans supplied by the 
home office. They will also conduct an educational program in the 
field, training others to handle similar work so that display and store 
arrangements can be kept up to date following our formula. An unusual 
opportunity for men who think along sales and profits lines and under- 


stand merchandising as well as display. 


If you believe your experience qualifies you to specialize in any one of 
the positions covered above—write, outlining your past business history 


in detail, stating salary expected. Address your letter to 


T. G. Plumb, Sales and Office Personnel 


Goodyear Tire & Rubber Company 
AKRON, OHIO 











| 
| 
} 





MAY, 


Memphis Display Club 
Holds Meeting 

The regular monthly meeting of the \ 
phis Display Club was held April 10, fo! 
ing a Dutch supper served by the Mer 
Blue Print & Supply Company. 


Louis Booth, of B. Lowenstein & [5s 
Inc., newly elected president, took cho rge 
of his first meeting and had the final ft 


of the club’s constitution and by-laws 
Each that had been rewritten 
suggestions at the previous meeting was 
read, approved, and passed. 

The other foll 
results being: first vice-president, bit} 
Pirtle, The John Gerber Company; second 
vice-president, Eddie Gerstel, Perel & [ovw- 
Ruth Brewer 


section 


election of officers 


enstein; secretary-treasurer, 

Bond Clothing Stores. 
Booth then named his board and con 

as chairman oi the 

The Landres (Com 


tee members as follows: 


board, E. L. 


Brannon, 


pany; members of the board: Joseph Bros 
sing, J. Goldsmith & Sons Company; | 

ett W. Booth, B. Lowenstein & Bros., Inc.: 
W. D. King, Phil A. Halle Company, and 
Louis Cochran, B. Lowenstein & Bros., In 
The publicity committeemen named wer 


David Sauls ot 

The entertainment 
Booth, of 
ber’s, includes George R. Douglas, manutfac- 


and 


King, 


John Gerber Company. 


Bronsing, 


sara 


committee, headed by 


turer's agent; W. T. Newhouse, of New 
house & Co., and Jim Wagner, of Wagner 
Display Service. 

The membership committee 1s made up ot 
Rubel (Babe) Davis, Oak Hall Clothing 
Store; Fred Lokey, of Wray Williams Dis 
play Company, and Earl Abney, Memphis 
Blue Print & Supply Company. Named on 


the educational committee were Drane Hars 
Goldsmith & Sons Co., E. L. 
Cochran 


son, J. Brannon 


and Louis 
One of the club's newest members, Jimmy 
Irvin, was appointed “Chief Host,” to exten 
a welcome to all and introduce new mem 
bers. 
The meeting adjourned after an entertail 
ing demonstration of the art of by 


Jim Wagner. 


Magi 


NRDGA Releases Latest 
Publicity Figures 

Based on the 
more than 125 large stores throughout the 
country, the Sales Promotion Division 0! 
the National Retail Dry Goods Associatiot 
has compilation of such 
for the month of February: 


' 


publicity expenditures 0 


costs 


released a 


Low Med. High 
Newspaper costs 
(total store) 1.40 2.29 3.90 
Newspaper costs 
(main store) 1.20 2.34 4.00 


Newspaper costs 


(basement store) 1.50 2.95 3.90 


Ady. payroll (total store) 09 38 30 
Cuts, engravings, etc. 

(total store) 04 23 46 
Radio (total store) 10 26 ~=/0 
Special events (total store) 02  .05 — .10 
Direct mail (total store) 04 11 23 
Display payroll 

(total store) Dn FR 
Display supplies 

(total store) 11 40 2 


1°45 

















3 OO 


4 (0) 


3 00 
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OPPORTUNITY EXCHANGE 





(ADDITIONAL OPPORTUNITY EXCHANGE ADVERTISEMENTS ON PAGE 100) 





WANTED 


We need EIGHT groups of Dickens’ 
characters with accessories for Christmas 
; in papier mache or plaster 


le “Co 


Write 
Display Manager, 
Adam, Meldrum & Anderson 


Buffalo 5, New York 








WANTED — DISPLAYMAN 


Excellent 
Write, 


stating experience and salary expected, to 


For women's specialty shop. 


opportunity now and_ postwar. 


EDWARD T. GLASS, Display Director, 


JONAS SHOPPES 


RICHMOND, VA. 


SALESMAN 
Top Flight Only 


For New York and New England States 
and for Pacific Coast territory. Must have 
background of successful experience with 
representative house, in flowers, display 
fixtures, mannequins, ete. See our Mr 
Victor A. Grant at Hotel New Yorker, 
New York City, June 25th to 29th, or at 
Stevens Hotel, Chicago, June 16th to 21st, 


or write 


GRANT & SILVERS, INC. 
921 So. Los Angeles St. 
Los Angeles, California 














WANTED AT ONCE 


Combination man, newspaper display ad- 
vertising, window trimmer and_ card 
writer. One experienced in modern de 
partment store work, who can make at- 
tractive backgrounds, posters, write neat 
show cards and price tickets. State age, 
salary expected and when can report for 
duty all in first letter. 


\ddress LOUIS FROUG, MGR. 


FROUG’S STORES, INC. 


Pine Bluff, Ark. 


ARTIST-DESIGNER 


For outstanding display manutacturer in 
Boston. Must have real ability to design 
and illustrate seasonal flower pieces and 
fine wood novelty fixtures. Interested 
only in top-flight man who wishes to tie 
up with live, progressive firm with many 
vears of manutacturing in the above ling 
Permanent position and advancement for 
person who qualifies 
experience, and background 


Address “E. D.”’ 


Care DISPLAY WORLD 


Please state age, 


DISPLAYMAN WANTED 


Permanent position open tor expert 
enced man or woman window trim 
mer and card writer in department 


store Write full particulars 


MOODYS DEPT. STORE 


Fargo, N. D. 








DISPLAYMAN WANTED 


Experienced displayman and cardwritet 
for men’s, ladies’, boys’ and girls’ apparel 
and accessories. Capable of building and 
installing backgrounds and display props 
Excellent salary, permanent positior 
State age, draft classification and tamily 


Status in first letter 


SPINES CLOTHING CO. 


Wichita, Kans. 








DISPLAY MANAGER 
Desires permanent postwar position wi 


or Western state 


th 


gressive store Only Southern 

onsidered Twenty vears’ experience with high 
type stores Possesses creative ability 
originality Dependable \-1 referen 


LOUIS G. MANEKE 
624 N. 7th St. St. Joseph, Mo. 














Now You Can Make Simple, Easy Signs 

and show cards, price tickets; a 10-year- 

old child can do it. Simplified funda- 

mentals, $1.00. G. Jentzen, 252 West New 

York, N. J. P. S.: I will sell old copies of 

Display World and Merchants Record. 
—=—_ 


WINDOW TRIMMER 


Man tor window trimming for popular 
priced ready-to-wear store. (Good salary, 
permanent position and excellent oppor 


tunity for advancement 


MILLER-WOHL COMPANY 


1124 Walnut Street 
Kansas City, Mo. 


CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Il. 








WANTED 
Display manager for big mid-western 
store. Housewares and apparel Fine 


opening 
Address “C. P.” 
Care DISPLAY WORLD 








DISPLAY MGR. & WIFE ASSISTANT 
desire change. Only very fine specialty 
shop or department store considered. 
lexas-Oklahoma area preferred but will 











WINDOW DRESSER 


Experienced; young man of good reter- 


ences. Write all particulars to 





Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 

















go anywhere for right connection. L. SNYDER DEPARTMENT STORE ner. Over 500 pages with 1,000 sketches to show 

F : : rakes Norfolk. Va you how. Write for circulars. 

\ddress “R. G.,” care DISPLAY WORLD ’ ? WILL H. BATES, Box 101, Ellsworth, Ill. 

POSITION WANTED WANTED — DISPLAYMAN 

Ce Graduate (advertising art); 25; draft : ; ; : 
exe Three years’ merchandising experience Experienced window trimmer, card writer and layout man for popular priced depart 
o. Ing and drug stores. Two years’ expe ment store; well established, permanent position. State age, draft classification, 
‘ n industrial design. Desire a permanent . ° : - 

mnection im store display and advertising, experience, reference and salary expected in first letter. 

It progressive retail organization. 

\diress “R, Li” care DISPLAY WORLD O. J. MORRISON STORES CO., Clarksburg, W. Va. 
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Display 


Wor 


1d 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 


tion about anything 
which you are inteersted. 


in the display line in 
If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we’ll find out for you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 


or obligation. 


This service includes an analysis 


of any display problem. 


m 


5 


JUS LIL LILI 


mone 
LIL 


JOOOOOOo! 


IOC 


oo 
Raced Maan Neel ae 


sara 


} Air Brushes 


Airpainting Equipment 
Animated Signs 
Artificial Flowers 


_] Artificial Snow 


Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 


] Foils 
] Glass Specialties 


Grass Mats 


|] Hosiery & Shoe Forms 


Invisible Glass 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 


| Millinery Heads 

] Motion Displays 

} Motion Mechanisms 
] Natural Foliage 


[]) Pageants & Exhibits 


] Paper Sculpture Displays 


Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Socks— Window 


|] Show Cards 


} Show Card Colors 


Show Cases 
Show Case Lighting 
Signs—Card Holders 


) Signs—Brass—Bronze 


Signs—E lectric 
Sleeve Forms 


] Store Designing 
} Store Equipment 


Store Fronts 
Tackers 
Time Switches 


] Turntables 
] Valances 


Veneers (Imitation) 
Wall Board 

Wigs 

Window Lighting 


™) Do you wish a copy of their catalogue? 
] Do you plan to remodel your store soon? 
Ki Do you plan to rooney a — soon? 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 


Display Manager 


Street 
City 


State 
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Gelston was made 


1920 


assistant dis- 
Abraham &_ Straus, 


James A. 
play manager 
Brooklyn. 

The Kansas 
met at Salina 
annual session. 


for 


Men 
third 
present for 


Association of Display 
for the organization's 
About 100 were 
a program of speaking and demonstrations. 
Among the for the presidency 
were J. H. Everetts, John Harlan Clothing 
Topeka; Leo Harris, Rorabaugh’s, 
and W. L. Stensgaard, Salina. 
elected, Stensgaard, 
-up, became vice-president. The 
tiring president was A. C. Dannenfeld, 
venson's Clothing Company, S 


candidates 


Company, 
Wichita, 


Everetts 


of 


was and as 


runner Fe=- 
Ste- 
The 


display firms represented by exhibits at the 


OlMne. 2. 


meeting were: Modern Art Studios, Botan- 
ical Decorating Company, L. Baumann & 
Co., Bodine-Spanjer Company, and = The 
\dler-Jones Company, all of Chicago; L. A. 
Kichler Company, Cleveland; Hugh Lyons & 
Co., Lansing, Mich.; Lanham-Franklin Com- 
pany, Kansas City, Mo.; Resca Studios, 
Salina, and The Hulsizer Company, Des 
Moines 

George A, Arensmeyer resigned as display 
manager for John J. Gorman Company, De- 
troit, to take a similar position with Pegues- 
Wright Dry Goods Company, Hutchinson, 
Kansas. 

The Dayton (Ohio) Association of Display 
Men met to discuss plans for a state asso- 
ciation. Officers of the group were: presi- 
dent, Lothar Dittmar, The Rike-Kumler 
Company; vice-president, Harry Luis, Trax- 
ler’s; secretary, Bert L. Daily, and Al Kene, 
Willner Brothers, treasurer. 

Clyde Gehring, formerly display manager 
for the Dow Drug Company, Cincinnati, 
joined the display staff of The Rike-Kumler 
Company, Dayton. 

MAY, 1935 

William A. McCormick, at one time dis- 
play manager for The Boston Store, Chi- 
cago, and Clarence Bodine, formerly with 
Bodine-Spanjer Company, formed a display 
firm in Chicago. It was known as Plastic 
Art Studios. 


H. Webb became display manager tor the 
Company, Vancouver, B. C. 
. KE. Heals, 


Bingham, who had recently taken 


Hudson's Bay 
He 
Frank G. 
the direction of display 
Brothers, South 
Olive Crum, 
town. 
Plans 


replaced F. resigned, 


over for Robertson 
was married to Mary 


ti 


Bend, 
at Dundee, Bingham’s home 
to take motion 
of the major events of the August 
vention of the International 
Display Men in St. 
Kelly, for many years display man- 

ager of Ditter Yakima, Wash., re- 
signed to open a display studio in that city. 
The Advertising Research Foundation 
the Association ot National Advertisers an- 
nounced its of setting up a 


were made pictures 
5-8 con- 
Association of 


Louis. 


Brothers, 


intention re- 


‘ : ot 
search program to study window display cir- | 


culation. 


ot 
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ADVERTISING INDEX. 


Adler-Jones Co., The 

Advertisers Display & Exhibits, ‘Inc. p 
Ajax Box Co., The ' 83 
Allied Display Materials 51 
Ankerum Mfg. Co. 84 
Arranjays Wig Co. 92 
Artex 85 
Arts And Flowers Displays ; 80 
Austen Display 68 
Barrango, C. 41 
Becker Sign Supply Co. 98 
Bishop Publishing Co. 74 
Bliss Display Corp. 33 
Botanical Decorative Supply Co. 64 
Bridge, Everett M. 98 
Brueser Studios, Eve 88 
Bulkley, Dunton & Co. 59 
Carrata Co. 27 
Champion Display Material Co. %6 
Charrot Co., L. J. 79 
Chicago Cardboard Co. 72 
Chicago Paper Co. 66 
Coy, Disbrow & Co. 87 


Darling Co., L. A. 
Dazian’s, Inc. 
Decorative Plant Co. 81 


Inside Back Cover 
87 


Dingleman-Wolff Co. 88 
Display Craft 100 
Display Corporation 34, 35 
Display Equipment Corp. 70 
Display Mannequin, Inc. 97 
Display Manufacturers Mart 93 
Display Products Co. 97 
Doerr & Associates 92 
Durable Displays, Inc. 65 
Eaton Bros. Corp. 90 
Empire Tinsel & Ballotini Co. 80 
Everglades Palm Co. 29 
Facil Fabrics Co. 71 
Feder Industries 91 
Fixture Mart, The 79 


Fren-Zee Store Equip. & Fixt. Co. 
Fryman, Leroy W 

Gardner Displays 
Garrison-Wagner Co. 


98 
80, 98, 100 

4 

76, 84, 94, 101 


Gasthoff Co., Earl W. 25 
General Display Corp. 7 
General Staple Corp. 98 
Goodyear Tire & Rubber Co. 102 
Grant & Silvers, Inc. 95 
Greneker Corporation, The 10 
Haida Displays, Inc., Victor 86 
Hansen Mfg. Co., A. L. %4 


Hecht Fixture Co., The 96 


Helms Chemical Co. 100 
House of Aladdin 89 
Hurlock, W. C. % 
Industrial Art Studios 90 
Ivano, Inc. 83 
Korrect-Way Display Products 42, 43 
Kurtis Studio, K. G. 88 
Laverne Originals 71 
Lloyd Co., Inc., W. H. S. 98 
London Displays 49 
Lutz, A. 86 
Lynn Display 69 
Madisonia Manikins R}| 
Magnani Mannequin Co. 91, 93 
Maharam Fabric Corp. 63 
Malros Co. 98 
Manhattan Wood Letter Co. 100 
Marcus Window Display Service 72 
Marquardt & Co. 100 
Messmore Damon Studio 92 
Midwest Manniquins 99 
Mileo, P. C. 39 
Morgan Co., The 62 
National Art Studio 66 
National Association of Display Industries 45 
National Hanger Co. 82, 2 
National Sawdust Co., Inc. 76 
Natural Creations 67 
New Style Studio ba 
New York Mannequin Co. 13 
North American Evergreen Co. 9 
Pacific Exhibits Co. of Illinois 79 
Plastex Decorative Products 62 
Radiant Glass Fibers Co. 64 
Regalia Mfg. Co. 78 
Reyburn Mfg. Co. 33 
RIP Studio 37 
Roehl Studio, Virginia 43 
Rohm & Haas Back Cover 
Rowland, Richard 68 
Royal Display Co. 37 
Rustic Furniture Co. % 
Schack’s, Inc. 4 
Scheuer Mfg. Co. Inside Front Cover 
Siegel, Nat 67, 89 
Silvestri Art Mfg. Co. 5S 
Speedway Mfg. Co. 8 
Staples-Smith, Inc. “ 
Stensgaard & Associates, Inc., W. L. 
Sun Display Mfg. Co. : 
Taffel Bros. : 
Tally-Ho Display Studio 101 
Thayer & Chandler ar} 
Timbertone Decorative Co. 

Timely Service, Inc. 6 
Tropicraft 82 
Williams, Inc., Jas. B. FS 
Wold Air Brush Mfg. Co. 0 
Zaria 1 
Zemitzsch Co.. Walter E. : 
Zeppen-Field Studios, W. M. : 



























OLE YS WARE. TAR A gat 


A yaitable How To 


S-T-R-E-T-C-H YOUR 





DISPLAY DOLLAR 





(ONE OF THREE NEW BABIES) 
NEW CHILDREN'S, WOMEN'S 
AND MEN’S MANNEQUINS 





You can make your display budget go further and improve the 
< quality, as well as increase the quantity, of your displays by buying 
the Darling line. Darling is universally known for giving extra 
values, and for giving satisfaction... For the latest practical de- 


signs, finest materials, superior workmanship and richest finishes, 





you can always depend upon Darling. & 


L. A. DARLING COMPANY ¢ BRONSON, MICHIGAN 


NEW YORK DISPLAY ROOMS + 47 WEST 34TH STREET 


Distributors in Principal Cities 


a) Pe ‘ 

Ey —. ” | 

Pr. 7 ee WRITE FOR NEW CATALOG 
* ae ‘ cmeen Illustrating new displays of composition, papier-mache and 


wood. If you need mannequins, ask also for our new 


DISPLAYERS OF ALL TYPES 
ARE SHOWN IN OUR NEW 
CATALOG 175 


portfolio of children’s, women’s and men’s mannequins. 





—~ 





WOOD ELEVATION UNITS, 
STANDS, FOR EVERY NEED 


No metal displays are being made now. The Darling Metal Plant at Bron- 

gon, Michigan, is 100% in war work, and flies the Army and Navy “E” Flag 

with two srars for continued Excellence in War Production ... Remember, 
Darling Metal Displays are’ Worth their ‘Wait’ in Gold”. 


Selling aids that keep on selling — display fixtures of 


PLEATGLAS 


—how to keep 
them on the job 


Fixtures of lustrous, sparkling PLexicias do a real job of selling . . 
attention on merchandise on display 
and texture. 


. by focusing 
.. by highlighting and enriching quality 
PLENIGLAS fixtures are amazingly strong and sturdy ... do not require excessive 
care in handling. With just a little attention they can be kept sparkling like new. 
Washing and waxing takes only afew minutes, and is the best way to restore luste: designer and manufactt 
when fixtures become dulled. Damaged fixtures can be repaired easily with ordi = Rage get 
; ‘ ow easily e sparkling | 
nary woodworking tools... broken joints cut apart and fastened together with of PLEXIGLAS can be maint 
solvent cement... corners sawed off and rounded. Here he is seen waxing a fixture 
) ] , ; ; to restore brilliance after wash 
By following these suggestions, you'll find it easy to get long service out of the ina tt with warm wnee and ai 
limited supply of PLexicias fixtures now available. For detailed instructions, write N 
Rohm & Haas Company 


@ Malcolm Steiner, New York 


ow engaged in manufacturi 
: ; ; essential wartime products, M 
_and remember that after the war you can count on a 


: : : : ; Steiner designed and made bot! 
wide selection of PLEXIGLAS fixtures of neu and interesting design the fixtures shown here. 


PLEXIGLAS is th 


rylic re mo 


ellegrini 831, Buenos 


1 heets and molding powd manufactured by Rohm & Haas Ce 


Aires, Argentina, and agents in principal South American: cities, 


ROHM & HAAS COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Manufacturers of Chemicals including Plastics . . . Synthetic Insecticides . . . Fungicides... Enzymes. . . Chemicals for the Leather, Textile, Enamelware, Rubber and other industries 





